,lF?r magarine for Radiojand TV advertisers 
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YEARS OF PROGRESS 



. . . QtidM 




Back in 1935. ..when Oshkosh B'Gosh, Inc., started 
advertising on WLS... their product consisted chiefly of overalls 
and their annual sales \'olume was quoted in six figures. 

In 1952... after seventeen consecutive years of 
WLS adv ertising .. .Oshkosh B'Gosh products include more 
than thirty classes of work clothing such as jeans, matciied 
shirts and pants, coveralls, coats, caps, etc., in addition 
to overalls ... the floor space of their plant has been 
increased nearly fifty per cent, and the efficiency 
more than doubled ... and their sales 
volume amounts to millions 
of dollars annually. 




CLEAR CHANNEL Hiinie of the NATIONAL Bars Dance 



890 KILOCYCLES, 50,000 WATTS, ABC NETWORK REPRESENTED BY JOHN BLAIR & COMPANY 



Alternate week 
sponsorship 
links Hamilton, 
Int. Silver 



Scott Paper, 
in upgrade move, 
sponsors $25,000 
variety show 



Affiliate 
compliance 
takes NBC 
off big hook 



FTC probing 
chlorophyll 
deodorant claims 



CE may add 
second radio 
network show 



Candidates' 
TV drawing 
power not yet 
measurable 



Lucky goes 
to college 



Hamilton Watch and International Silver have joined for alterna te- 
week spot sponsorship of half-hour film program in about 20 markets. 
To give dealers close identity with project, series will be billed as 
Y our Jeweler ' s Showcase. Campaign idea developed at BBDO, which has 
Hamilton account; Young & Rubicam, representing International, acted 
quickly on BBDO's invitation to become part of intra-trade merchan- 
dising plan. (For analysis of this type of operation see What do you 
know about alternate-week sponsors hip, SPONSOR 8 September 1952. ) 

-SR- 

Scott Paper will star Patti Page and Frank Fontaine in half-hour TV 
show, costing around $25,000, on NBC Wednesday nights, starting 8 
October. Program will be produced by Scott's agency, J. Walter T h omp - 
son. Scott will alternate with Cavalcade of America (DuPont). This 
is Scott's first venture in either TV or radio nighttime network spon- 
sorship. Scott had hitherto confined itself to daytime television 
participations and radio spots. 

-SR- 

Acceptance by radio affiliates of NBC's rate adjustment proposal 
solved what could have been quite a dilemma for network. Like CBS, 
NBC when pitching several months before for renewals had assured cli- 
ents of ra te decreases in fall. Among those mentioned in this classi- 
fication was such a consistent heavy NBC customer as Alka-Seltzer , 
whose News of the Worl d strip and One Man's Famil y could amount to 
around $6,000,000 in time and talent billings. NBC packages both 
shows. Account that CBS definitely gave similar assurance to was P&G. 

-SR- 

Federal Trade Commission poking into chlorophyll deodorants and indel- 
ible lipst i cks to check on manufacturers' claiims. Collection of prod- 
ucts in chlorophyll category is reported to be wholesale. 

-SR- 

General Electric may be b ellwether for appliance field in network 
radio. Even before it has debuted Bing Crosby Show (CBS), GE is show- 
ing interest in acquiring a s econ d network program. GE's radio splurge 
is expected in broadcast trade circles to spur similar action from 
other appliance leaders. GE also sponsoring two TV shows, Fred Wa ring 
(CBS) and I Married Joan (NBC). 

-SR- 

Trendex doing special job on vi^ewi^ng of Presidential candidates , but 
data to date has been t oo sparse to determine whether Adlai Stevenson 
or General Eisenhower drawing bigger home audiences. Trendex figures 
it will be able to make valid comparisons mid-October. BBDO, one of 
agencies for Eisenhower, has special rating studies under order. 

--SR- 

Lucky Strike, embarking on college radio, has deal with 50 college 
station s to broadcast 2 progr a ms d a ily — one, news; other, sports and 
music throughout entire school year. 
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Advertisers, 
agencies not 
pressing for spot 
adjustments 



K&E absorbs 
$4,000,000 
worth of liquor 
business 



NBC joins 
WLW's 
mood programing 
experiment 



ARF will have 
ANA floor 



Peter Paul 
in all-out 
spot campaign 



Radio copy 
least 
criticized 
by FTC 



ABC acts 
revise 
rate structure 



Linkroum for 
Pepsodent 



Flurry of letters from advertisers and agencies asking about prospect 
of cuts in national spot rates did not follow this fall's revision of 
NBC and CBS network rate structure. This is in sharp contrast with 
situation which followed network rate slash year ago. As yet few 
agencies have addressed queries to stations on matter. One probable 
reason: National spot business is booming; another: Stations have 
sold hard on theme national rates shouldn't be tied arbitrarily to 
network compensation. (See page 38 for detailed treament of topic.) 

-SR- 

Two more New York agencies have gone through absorption process. Ef- 
fective 3 November, 4 accounts held by Owens & Chappell move into 
Kenyon & Eckhardt and O&C dissolves. K&E gives the acquired billings 
(all liquor accounts) as $4,000,000, which more than makes up for 
K&E's loss of PM and Piel's Beer. Other agency which gave up its 
identity by similar switch of accounts was W. Earl Bothwell, Inc. 
Geyer, Newell & Ganger was recipient of Bothwell accounts. 

-SR- 

NBC has tossed its research facilities in with WLW, Cincinnati, in 
experiment by station on block programing in radio. WLW, in schedul- 
ing distinct type of programing for each night of week this fall, ob- 
tained NBC permission to slot network shows as station saw fit. While 
mood programing idea is nothing novel, WLW holds view full effect of 
such policy can't be measured unless carried out from fall to summer. 

-SR- 

For first time Association of National Advertisers has invited A meri- 
can Research Foundation to participate in open session of ANA conven- 
tion, when ANA meets at Hotel Plaaa, N. Y. , 29 Sept. through 1 Oct, 

-SR- 

Peter Paul concentrating its budget for remainder of year on what it 
terms "greatest localized advertising program in history of the con- 
fectionery trade." Using local programs and announcements in 150 ur- 
ban and rural trading areas, plus TV announcements and local partici- 
pations. (Strategy is in line with basic theme of SPONSOR article 11 
August 1952, page 30, namely, trend toward market-by-market buying 
in lieu of national coverage by buyers of radio and TV time.) 

-SR- 

Radio appears to be least suspect among the checkers of commercial 
copy on Federal Trade Commission. In latest FTC report on "percent of 
advertising continuities set as possibly false or misleading" stand- 
ings of each medium for first 6 months of 1952 fall within following 
percentages: radio, 2.85%; TV, 4. 8% ; newspapers , 4.9%, magazines, 5.1%. 

--SR- 

ABC expects to put its own radio r at e cut into effect 1 October, leav- 
ing MBS only network standing pat with present rate card. Nighttime 
will be reduced by 25%, and morning time upped by 5%. 

-SR- 

Pepsodent's Cynthia Stone- Jack Lemnon show, on CBS TV Tuesday and 
Thursday (7:45-8:00 p.m.) will be directed by Richard Linkroum. 
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in new haven 



This trademark of the Marlin Firearms 
Company of New Haven symbolizes 
the ingenuity and scientific pioneering 
that have been common to residents 
of New Haven since Civil War days. 

Marlin Firearms Company is just 
one of the huge firms in New Haven, a 
manufacturing center of over 550 
industries. Its healthy economic life 
means more business for you. 

Best place to reach and sell 

the buying audience in New Haven 
is at home through WNHC-Radio. 
Tailor made local programs and top 
NBC Radio attractions keep 
listeners tuned to their hometown station. 




And they respond to sales messages like 
gunpowder to a match. 
Your match is WNHC-Radio. 
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If oil' Fuh vu tiff hi up 

Fab's $3,000,000 budget for air media was the prime factor in jumping the deter- 
gent from I Ith to second place in little more than a year. With radio running 
interference, TV is expected to carry sales to a $45,000,000 high for 1952 2.*l 

V<»< i*(f(fio clients want proved shows 

That's the main trend among many spotted by SPONSOR in this round-up of fall 
network programing facts. Following the article, you'll find a complete break- 
down of network programs with production costs, sponsors, agencies 2G 

Rudio-TV co-op ueedu't be food Held stepchild 

Retail ad traditions, not logic, account for grocers spending little co-op money 
in radio-TV. Included in this exploration of the problem are tips on how food 
manufacturers could stimulate use of radio-TV co-op to their advantage *{0 

llotv TV put «f«*r « coiiee veittlot' 

R-M sells coffee dispensers at $740 each. Their customers: businessmen manag- 
ing large plants and offices. Could a mass medium like TV sell such a product? 
Yes, say R-M executives, after a successful 10-week test on WCAU-TV ^9 

Two new eovertifje tools 

SPONSOR reports on NCS and SAM competitive air circulation measurements: 
How will they affect agency time buying? What changes will they bring about 
in matching air expenditures to distribution areas? What are the main points 
of difference between them? Which is best-suited for agency use? *^ / 

TV's eost-cutttitfi gadyets 

One of them may solve a production problem that's been plaguing you 

Will ttuttoitul spot radio rates be cut? 

A few stations will cut soon due to net radio's rate reductions. But most stations 
will move slowly, an extensive SPONSOR survey indicates 



DEPARTMENTS 



COMING 



I sponsor's ffuide to retiioual net worlds 

How many of them are there? What advantages do they offer clients? These 

are some of the questions this facts-and-figures article will answer ff f)(*|4|{|(>|* 

Slow to convert a r€idio soap opera for TV 

"Guiding Light" made a successful transition. It's an interesting case to study 
not only for potential soap opera sponsors but for any client interested in the 
differences between radio and TV programing ^« O**lof><*l* 

U hfi Old Spice spends S lOd.OOO on air advertisiufi 

Spot radio and TV split this amount in fall through Christmas campaigns which 
have helped make product No. I in after-shave lotion sales 



MEN, MONEY & MOTIVES 6 

510 MADISON 10 

NEW AND RENEW 13 

MR. SPONSOR: Abe Kanner 16 

P. S. 19 

RADIO RESULTS 40 

MR. SPONSOR ASKS 44 

COMMERCIAL REVIEWS 46 

ROUNDUP 52 

AGENCY PROFILE, Paul Louis 54 

WHAT'S NEW iN RESEARCH 56 

SPONSOR SPEAKS 98 



Editor & President: Norman R. Glenn 
Secretary-Treasurer: Elaine Couper Glenn 
Executive Editor: Ben Bodec 
Managing Editor: Miles David 
S Senior Editors: Charles Sinclair, Alfred J. Jaffe 

Department Editor: Fred Birnbaum 

Assistant Editors: Lila Lederman, 
Richard A. Jackson, Evelyn Konrad 
Special Projects Editor: Ray Lapica 
Contributing Editors: R. J. Landry, Bob 
Foreman 

Art Director: Donald H. Duffy 
Photographer: Jean Raeburn 
Vice President - Advertising: Norman Knight 
Advertising Department: Edwin D. Cooper 
(Western Manager), George Weiss (Travel- 
ing Representative, Chicago Office), Maxine 
Cooper (New York Office). John A. Kovchok 
(Production Manager), Cynthia Soley, John 
McCormack 

Vice President - Business Mgr.: Bernard Piatt 
Circulation Department: Evelyn Satz (Sub- 
scription Manager), Emily Cutillo, Patricia 
Collins (Readers' Service) 
Secretary to Publisher; Augusta Shearman 
Office Manager: Olive Sherban 



I'lil.Mshcd biweekly by SPONSOR PUBLICATIONS INC., 
oonililned with TV. Executive. Editorial. Circulation, and 
Advertising Offices: 510 Madison Ave., New Tork 22. 
N. y. Teleiihone; MUrray Hill 8-2772. Chicago Office: 
161 E. Oranil Ave., Suite 110. Telephone: Superior 7-9863. 
West Coast Office: G087 Sunset Boulevard. Los Anielei. 
Telephone: Ulllslde 8089. Printing Office: 3110 EliL 
Ave.. Baltimore 11, lid. Subscriptions: United States 
in a year. Canada and foreign f9. Single copies 60c. 
Printed In U. S. A. Address all correspondence to 51« 
Madison Avenue. New York 22. N.Y. MTrray mil 8-277J. 
Copyright 1952. SPONSOR PUBLICATIONS INO. 



tr 



"KWKH is 

uniformly 
satisfactory^^ 



Says W. T. HANN A 

General Manager, Andress-Hanna, Inc. 

PROMINENT SHREVEPORT CAR DEALER 



Selling big-ticket items such as Lincoln and Mercury 
automobiles, as well as bargain "leaders" such as ser- 
vice specials, Andress-Hanna, Inc. certainly knows the 
relative values of various media in Shreveport. That's 
what makes us particularly proud to quote from a recent 
letter from Mr. W. T. Hanna: 



m 



are now well into the fifth year of our daily 
newscasts over KWKH and our continued sponsor- 
ijhip stands as conclusive proof of the high value we 
lace on this advertising. We have checked results 
♦epeatedly by switching from one department to an- 
,)ther. Whether we emphasize new cars, used cars, 
jjCrvice or parts specials, the returns have been uni- 
ormly satisfactory. y y 

(Signed) W. T. Hanna 




KWKH DAYTIME BMB MAP 
Study No. 2— Spring 1949 
KWKH's daytime BMB circulation is 303,230 families, 
daytime, in 87 Louisiana, Arkansas and Texas counties. 
227,701 or 75.0% of these families are "average daily 
listeners". (Nighttime BMB Map shows 268,590 families in 
112 Louisiana, Arkansas, Texas, New Mexico, Mississippi 
and Oklahoma counties.) 



KWKH 



A Shreveport Times Station 
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SHREVEPORT f LOUISIANA 



50,000 Watts • CBS Radio 



Arkansas ; 

Henry Clay, General Manascr 



The Branham Company 
Representatives 



a market 
to turn 
your head 




Robert J. Landry 



Battkvrs^ tidttteii, and TV film 

The Rankers Trust Company of New York City has hired a trade 
paper fihn editor to research and okay applications for loans from 
producers of television fihns. Remark this fact well, Mr. Advertiser, 
It is historic. It clearly hints that competition among banks is de- 
veloping. They want in on the new gravy train of films made for 
home consumption and advertiser sponsorship. 



Until practically this present moment of writing most bankers 
have remained aloof from TV film financing. TV films seemed too 
new, too risky, too tricky, and delayed in their bookkeeping payoffs. 
Significantly, neither the Bank of America in San Francisco nor the 
First National Bank of Boston, both long associated with the supply 
of credit upon which Hollywood studios turn out their features for 
iheatre exhibition, were impressed by video movies. 



SuddtMily comes this break. Things were happening too fast. The 
demand for TV-on-film was too vigorous. No matter how the exist- 
ing TV film producers financed themselves, by hocking the family 
jewels or razzle-dazzling their wealthy pals. No matter that many 
an amateur and inany a no-talent director turned out mediocre 
movies. TV was a consumer of any and all kinds of plausible enter- 
tainment product. 



Mr. Ad\'ertiser, vou should be as cautious as the banks will be. 
r\'' film has big promise. Also large pitfalls. Ver) definitely, special- 
ly qualified skeptical intelligences will be required to sift the goats 
from the sheep. This lush new field will attract phonies by the peck. 
As a hedge against phonies, Bankers Trust turned to Herb Golden, 
with a ret-ord of 14 years on hard-boiled Variety. And don't think, 
Mr. Advertiser, you aren't witnessing history when a tradepaperman, 
any tradepaperman, is suddenly transformed into a banker! 



BOOMING BATON ROUGE: 

Population up 257 % the Inst itcade; I';5I 
rt-t:til "Sales ovei rniUion. R<ach the 

0 Urnrrt ,iuehc;icf: an W I liO , NBC'S 

A S-UOO w.itt affilrnte in Baton 

1 j Rouge, La. Aftiliated with the 
State I'lnicSt atitl Morninj; Atlvncate. 



National Representatives 
Geo. P. Hoilingbiry Co 



Advertisers have^ understandably, taken the position that they will 
iiliare some of the risks of TV film production, but they will not, 
in the main, lay it on the line in advance for the full negative cost. 
TV film will get "first run" money from big national advertisers and 
''second run" money from regional and local advertisers; and 
''residual" money from re-runs and re-uses over a period of )ears. 
On j)apeF it looks good but ultimate dividends may be held in abey- 
ance for long dela)cd jilayofls. Hence, at more than one point in the 
proi-edure. the producer nia\ need bank support to carry him. Suf- 
fice. Mr. Advertiser, that you will he party to an entirely fresh kind 
of film exhibition e<;onomics. bearing onlv superficial resemblance to 
the traditional financing methods for full-length Hollywood features. 

{Please turn to }>a.ge 82) 
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and here's why*. 

Diversified industry is the main reason why Milwaukee 
maintains top rank as one of America's leading markets. 

Diversified local programming is the main reason more 
people in Milwaukee and in Wisconsin listen to WTMJ 
than any other radio station. 

One example of listener pull: Annual early morning pro- 
gram promotion, a Gourd Give-Away, set a 1952 record of 
23,435 packages mailed out. 

Your Henry I. Christal representative will tell you, "You 
can't do a successful radio selling job in Milwaukee and 
Wisconsin without WTMJ, because only WTMJ gives you 
primary blanket coverage of 628,916 of Wisconsin's total 
of 968,253 radio homes." Ask him for all the facts on how 
WTMJ dominates in Milwaukee and Wisconsin. 



THE MILWAUKEE JOURNAL RADIO STATION 

5.000 WATTS • 620 KC • NBC 



Represented by THE HENRY I. CHRISTAL CO. New York © Chicago 



f'i 



Thefio i>rogranis earned for CBS Tclcul^um adrrrtisers the liujliest average rating 
of all the networks for the broadcaf^t aeason juat past— from October throiigliJune. 

In this period advertisers increased their investment on CBS Television 
by 95.2% over the correspondiyig period of the year before. . . 

a rate of increase 37% greater than that of any other network. 
We^'e spent the Summer bnildinj an even stronger program schedule, 
adding new shows, new personalities, to last year\ sturdy structnre. 

So keep your eye on CBS TELEVISION ^ 

Your cn.'itomers do. 




30 
YEARS 



OF 

FAITHFUL SERVICE 
TO ALL CLASSES 
IN FRENCH CANADA 



This year, as the pioneer 
French language station 
in America, we take hum- 
ble pride in celebrating 
our Thirtieth Anniversary 
. . . with the knowledge 
that now, as always, we 
are serving consistently 
more listeners than any 
other private station in 
the Province of Quebec. 



CBS Outlet In Montreal 
Key Station of the 
TRANS-QUEBEC radio group 

CKAG 

MONTREAL 

730 on the dial • 10 kilowaHi 

Representatives: 
Adam J. Young Jr. - New YorV, Chicago 
Omer Renaud & Co. — Taronto 



THE CHICAGO CONVENTIONS 

If you would like to bring your ar- 
ticle on the Chicago convention televi- 
sion up to date, you might make men- 
tion of the fact that there was another 
sponsor besides Philco, Westinghouse, 
and Admiral. 




John Wald, the "Richfield Reporter," deliv- 
ered the commercials during the conventions 



In Los Angeles, which is quite a 
television area, both conventions were 
put on in their entirety by Richfield 
Oil Corporation. 

Because of Richfield's traditional 
policy of moderation with respect to 
commercials, many people in this area 
thought the Richfield convention tele- 
casts were the best available. 

Fred M. Johdan, Adv. Mgr. 
Richfield Oil Corp. 
Los Angeles 



PERSONNEL SERIES 

Your very excellent series of articles 
on the personnel of the advertiser-agen- 
cy relationship was one of the finest 
that I've seen of its type. The merit of 
these articles lies not only in the full- 
drawn picture of the man and his job 
but also of the interrelationship of the 
whole concept of advertising and pro- 
motion in the larger scheme of busi- 
ness. Your editors are to be congratu- 
lated for a comprehensive job, inter- 
estingly presented and well done. 

The work of Si Crankel calls for 
special mention. His art perfectly com- 
plements the subject matter. It was 
clever, pungent, and most graphic. 

Through your courtesy, we were ab 
lowed to reprint a condensation of part 
four of the series, the "Account Exec- 



utive," in our July Advertiser's Digest. 
We like the reception accorded the ar- 
ticle so much that we are pressing 
your generosity and request permis- 
sion to use part three of the series, 
"Ad managers I like best and why,"' 
from your March 10 issue of SPONSO!?. 

S. A. Waterman, Editor 
Publishers Digest 
Chicago 



FILM PRODUCERS 

Since our services weren't mentioned 
in the Fall Facts issue, I wish lo ad- 
vise that Film Studios of Chicago has 
been supplying film series and features 
to the TV stations since 1945. 

We were the first to produce a wom- 
en's series for TV, known as Woman 
Speaks, which has played two-thirds of 
the stations from coast to coast. 

Specializing in women's films, we 
produced and are now releasing a se- 
ries of 26 reels known as W omen of 
Today, covering activities of the mod- 
ern women of today who have made 
the papers, magazines, radio, stage, 
screen, and television during the last 
few years. 

H. A. Sl'ANUTH. Mgr. Dir. 
Film Studios of Chicago 
Chicago 



CANADIAN MARKETS 

In reading your very interesting sec- 
tion on the Canadian market in the Au- 
gust 11th edition of SPONSOR, I noted 
that Harry Ferguson, Inc., manufac- 
turers of the Ferguson Farm Tractor 
was not included in the list of Canadi- 
an or U. S. companies using Canadian 
radio. 

The fact is that since the week of 
March 17, 1952, we have placed the 
Ferguson Farm Press Netvs with Jim 
Coulter, a Canadian commentator on 
21 Canadian stations once a week via 
transcription, on a continuing basis, in 
addition to transcribed spots for over 
a year. 

My reason for calling this to your 
attention is not entirely to protest the 
omission. However, it is possible that 
since we did not negotiate with the 
networks but with the stations individ- 
ually through their representatives that 
such sponsorship may have been over- 
looked in the CAB survey. 

Chick Lind, Assoc. Dir. of Films 
Fuller & Smith & Ross. Inc. 
Cleveland 
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what makes WLAC click: 

Programming with personalities who draw, hold and SELL listeners! 






This is GENE NOBLES, WLAC's famous all-mght disc [ockey, who for five years has held the 
undisputed claim to selling more recordings by direct mail than any other announcer in the world. 
His average of 2,000 orders per day the year 'round has never been challenged. 



This is ANDY WILSON, one of WLAC's many popular folk music (hillbilly) stars, whose 
(December, 1951) achievement of pulling 40,952 pieces of mail from 3,387 towns in 25 states 
in three weeks gives him top billing in this field of entertainment. 



This is AUDREY HOLMES, the "Question-Answer Lady" of the CBS Garden Gate show, whose own 
"Lady of the House" program on WLAC has frequently led all daytime Hooperatings in Nashville. 
Her sales ratings on products advertised have kept pace with her Hooperatings. 





This is YOUR ESSO REPORTER, now in his 13th year of 4-a-day news broadcasting for the Esso 
Standard Oil Company. Over 16,000 programs for a single sponsor earns for WLAC a niche in 
radio's Hall of Fame. 



This is MARY MANNING, producer and announcer of two of WLAC's most sought-after shows- 
"Woman's World" and "Interesting People". An independent survey proved that, out of four media 
used, her advertising messages were the most often remembered. 




This is F. C. SOWELL, WLAC's radio-newspaper editor (and general manager) whose weekly summary 
of news from county newspapers has cemented strong bonds of friendship between WLAC and the 
rural editors. Over 1,000 complimentary press notices in 5 years. 



All these and many more — plus radio's best network programming, via CBS 
Radio, combine with 50,000 watts power to make WLAC a productive station. 

WLAC -Nashville's SALES Power Station 



THE KATZ AGENCY, INC., NATIONAL ADVERTISING REPRESENTATIVES 
22 SEPTEMBER 1952 
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it's the most 




TV CENTER 



WTVN 

CHAW let Q 




COLUMBUS OHIO 



1 

iJ TV 

da^- MORE a^f eomcft^Mf 




^t^hen you specify WTVN to do the job for 
you in the Giant Ohio market, you'll receive the 
ultimate in programming and production facil- 
ities engineered to your needs, and merchandis- 
ing assistance plus. Television Center WTVN is 
designed to sell products quicker and cheaper. 
Remember, Columbus, Ohio is served and sold 
by WTVN. Write or telephone for complete 
information today. 



but MOST of all... 





by WTVN Channel 6 



Wrife for details today 



Edward Lamb Enterprises, Inc., Hotel Barclay, 

WICU-TV— Eric, Pa.— Hcadlcy-Rccd Co, WHOO— Orlando, Fla — Avcry-Knodcl, Inc. 

WTVN -TV— Columbus, 0 — Headlcy-Reed Co. WIKK— Erie, Pa— H-R Co. 
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Enterprises Inc. 



m E. 48th St., N. y. c 

WTOD— Toledo, 0,— Headley- Reed Co. 

ERIE DISPATCH, Erie, Pa.— Reynolds-Fitzgerald, Inc. 

SPONSOR 
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New and renew 



1. 



'New OH Hudio IS'ettvovks 



SPONSOR 


AGENCY 


STATIONS 


French Sardine Co Inc 


Rhoades & Davis 


CBS 187 


General Electric Co 
General Mills Inc 

Gillette Safety Razor Co 


Young & Rubicam 
Dancer-Fitzgerald- 

Sample 
Maxon 


CBS 200 
ABC 327 

ABC 323 


Andrew Jergens Co 


Robert W. Orr 


CBS 110 


Kellogg Co 
Mars Inc 

Miller Brewing Co 
Philip Morris Cr Co 
R. |. Reynolds Tobacco Co 
Sterling Drug Inc 

Wildroot Co Inc 


Leo Burnett 
Leo Burnett 
Mathisson 
Blow 

William Esty 
Dancer-Fitzgerald- 
Sample 
BBDO 


CBS 173 
CBS 180 
NBC 118 
CBS 194 
NBC 1S5 
ABC 323 

MBS Sl6 


Wildroot Co Inc 


BBDO 


MBS S16 



PROGRAM, time, start, duration 



Arthur Godfrey Show; T, Th, alt F 10-10:1S am; 

2 Sep; S2 wks 
Bing Crosby Show; Th 9:30-10 pm ; 9 Oct; S2 wks 
Time for Betty Crocker; M-F 7:40-4S am; 2-2:0S 

pm; 3:SS-4 pm; 1 Sep; S2 wks (PDT) 
Cavalcade of Sports; F 10 pm-conclusion ; S Sep; 

S2 wks 

(ergens Hollywood Playhouse; Th 9-9:30 pm ; 4 

Sep; 39 wks 
Houscparty; T, Th 3:30-4S pm; 2 Sep; S2 wks 
People Are Funny; T 8-8:30 pm ; 30 Sep; S2 wks 
First Nighter; T 10:3S-11 pm ; 7 Oct; S2 wks 
What's My Line; W 9:30-10 pm; 3 Sep; S2 wks 
Football Scoreboard; Sat 5:30-4S pm; 4 Oct; 9 wks 
Mystery Theatre; W 8-8:30 pm ; 8 Oct; S2 wks 

Titus Moody Speaking; T, Th 7:SS-8 pm; 30 Sep; 
S2 wks 

Twenty Questions; Sat 8-8:15 pm; 4 Oct; S2 wks 
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Renewed on Radio Networks 



SPONSOR 


AGENCY ' 


STATIONS 


Armstrong Cork Co 


BBDO 


CBS 189 


Association of American 

Railroads 
Bristol-Myers Co 

s Chrysler Corp (De Soto 

' div) 

Colgate-Palmolive-Peet Co 
Colgate-Palmolive-Peet Co 
General Foods Corp 
Gulf Oil Corp 


Benton & Bowles 

Doherty, Clifford & Shen- 

field 
BBDO 

William Esty 
William Esty 
Benton & Bowles 
Young & Rubicam 


NBC 192 

ABC 322 1 

NBC 191 1 

NBC 182 
NBC 179 
CBS 158 1 
ABC 227 ' 


; Gulf Oil Corp 
' Miles Laboratories Inc 
1 Miles Laboratories Inc 

Orange-Crush Co 
, Ralston Purina Co 

R. |. Reynolds Tobacco Co 


Young & Rubicam 
Geoffrey Wade 
Geoffrey Wade 
Fitzmorris & Miller 
Gardner 
William E$ty 


NBC 138 1 
CBS 151 
CBS 152 
MBS 244 
ABC 318 
NBC 179 


. Serutan Co 
1 Toni Co 


Franklin Bruck 
Tatham-Laird ' 


NBC 190 
ABC 261 


1 Wildroot Co Inc 


BBDO 


MBS 535 



PROGRAM, time, start, duration 

Theatre of Today; Sat 12-12:30 pm; 20 Sep; 52 
wks 

Railroad Hour; M 8-8:30 pm ; 29 Sep; 52 wks 

Break the Bank; M-F 11:30 am-noon; 22 Sep; 52 

You Bet Your Life; W 9-9:30 pm; 1 Oct; 52 wks 

Strike It Rich; M-F 11-11.30 am; 29 Sep; 52 wks 
Bob & Ray; M-F 11:30-45 am; 29 Sep; 52 wks 
Wendy Warren; M-F 12-12:15 pm; IS Sep; 52 wks 
John Daly & the News; M-F 10-10:15 pnj; 15 Sep; 
52 wks 

Counterspy; Sun 5:30-6 pm; 5 Oct; 52 wks 
Hilltop House; M-F 3-3:15 pm; 52 wks 
Curt Masscy; M-F 5:45-6 pm; 29 Sep; 52 wks 
Green Hornet; W, F 5-5:30 pm; 10 Sep; 52 wks 
Space Patrol; Sat 10:30-11 am; S Oct; 52 wks 
Camel Caravan Starring Vaughn Monroe; W 8-8:30 

pm; 3 Sep; 52 wks 
Victor Lindlahr; M-F 8:15-30 am; 8 Sep; 52 wks 
It Happens Every Day T, Th 2:30-35 pm ; 2 Sep; 

52 wks 

The Shadow; Sun 5-5:15 pm; 5 Oct; 52 wks 
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Netv National Spot Radio Business 



SPONSOR 


PRODUCT 


Ford Motor Co 


Lincoln-Mercury div 


Oakite Products Inc 


Oakite 


Pinex Co 

Procter & Gamble Co 


Cough syrup 
Duz 



AGENCY 

Kenyon & Eckhardt 
(N.Y.) 

Calkins & Holden, Car- 
lock, McClinton & 
Smith (N.Y.) 

Russel M. Seeds (Chi.) 

Compton IN.Y.) 



Memphis 
Scattered mkts 



33 Northern mkts 
South; Southeast 



Chainbreaks; anncmts; 29 Sep; 

4 wks 
Partic; 29 Sep; 13 wks 



Anncmts; 13 Oct; 21 wks 
Anncmts; 1 Oct; 13 wks 
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STATIONS-MARKET CAMPAIGN, start, duration 








In next issue: New and Renewed on Television (Network and Spot); 
Station Representation Changes; Advertising Agency Personnel Changes 
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i\}iml>ers after names 
refer to \ew and Re- 
ttew category 

Sherman lleadley ^ \ ) 
E. G. Smith ( 4 I 
Allan Kalmus (r>t 
X. S, Ginshurg ( i) 
Doty Edouarde (4) 
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j\(f<ioii(ff Broadcast Executives 



john L. Akcrman 
Morton A. Barrett 
)oe W. Bencs 
Don Bishop 
Cale Block! 
William K. Brusman 
Bernice Coe 
Clare CopeUnd 
Robert Criar 
Doty Edouardc 
E. E. Eshleman )r 
Clenn W. Gilbert 
Norman S. Cinsburg 
Norman Cittleson 
Sherman Headley 
Lcroy E. Kilpatrick 
Auriei Macfie 
Carvin Meadowcraft 
Lincoln W. Miller 
Paul Mowrev 
Fred W. O'Brien Jr 
Lawrence H. Rogers 
Edward C. Smith 
Bernard Tcbakin 

Alan Torbet 

Harry Barnes Tremaine 

Cene Wilkey 

Meg Zahrt 



FORMER AFFILIATION 

KMOX, St. L., gen mgr 

WCBS-TV, N.Y., SVC mgr 

KCOY, Santa Maria, gen mgr 

NBC, N.Y., magazine editor 

|ohn Blair, Chi., vp 

WHK, Cleve., sis 

Sterling Television, N.Y., sis 

All-Canada, Montreal, stn rep, prog sis 

Kenyon & Eckhardt, N Y., radio-tv prod 

NBC TV, Hlywd., west div mgr spot sis 

Paul H. Raymer, Chi,, sis exec 

Armed Forces, captain 

DuMont, N Y., stns prom mgr 

W)AR-TV, Providence, sis, prog mgr 

N^'CCO-TV, Mnpls., dir of tv 

WSAZ Inc, Huntington, W. Va., chief enj 

NBC, N Y., asst magazine editor 

WKMH, Dearborn, sis 

KXA, Seattle, vp 

ABC TV, N.Y., prog sis dept 

KVOD, Denver 

WSAZ Inc, Huntington, W. Va., chief eng 
ABC, Chi , mEr radio net (Central div) 
MCA, L. A., head tv operations 

KROW, Oakland, gen mgr 
Esquire Magazine, N.Y., space sis 
WCCO. Mnpls., gen mgr 
BAB, N.Y., asst dir 



NEW AFFILIATION 



CBS, N Y,, radio spot sis 

Same, operations, sis svc mgr 

KD8, Santa Sarbara, mgr 

Same, press dept tv mgr 

BAB, Chi., office mgr 

Same, gen sis mgr 

Same, tv stn sis vp 

CKWX, Vancouver, asst sis mgr 

W.NS, N Y., prog dir 

KNBH, Hlywd , sis mgr 

Same, N.Y., sis exec 

WCAR, Cleve., local sis rep 

Same, adv, prog prom mgr 

Same, mgr tv operations 

Same, asst mgr 

Same, vp-tech dir 

Same, magazine editor 

W|BK, Detroit, sis rep 

K RO, Seattle, asst to pres 

WjZ-TV, N.Y., prog mgr 

WWj-AM-FM-TV, Detroit, merchandising, publ mgr 
Same, vp-gen mgr 
WTCN. Mnpls., gen mgr 

PSI-TV, Beverly Hills, West coast operations vp (new 

office: 218 North Canyon Drive) 
KSFO, S. F., gen mgr 
Paul H. Raymer, N Y., acct exec 
KMOX, St. L., gen mgr 
WCAR, Cleve., sis staff 
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Spottsov Pevsottnel Chttittfes 

NAME ' rORMER AFFILIATION 



Walter Coan 
Robert S. Could 

Robert C. Hamilton 

Allan H Kalinus 
Charles A. Mooney 
Victor van dcr Linde 
George H. Weilcr )r 



WAYS, Charlotte, gen mgr 
General Foods Corp, N.Y., asst mgr institution 
dept 

Sylvania Electric Products Inc, Buffalo, asst 'o 

adv mgr (radio-tv div) 
NBC, N.Y., tv press mgr 

Lentheric Inc, N.Y., pres , 
Dolcin Corp, N.Y., pres 

Sharp & Dohme, Phila., pub information mgr 



NEW AFFILIATION 

Macmillan Petroleum Corp. Charlotte, distributor 
Pabst Brewing Co, Chi., on -premise merchandising mgi 

Same, mgr radio sis (radio-tv div) 

Lever Brothers, N Y., press bureau mgr 
Dolcin Corp, N.Y., pres 
Same, board chairman 

Lever Brothers, N.Y., community relations mgr 
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Sew Atfcucy AitpoUitmeitts 



SPONSOR 

Acrisoil Co, Newark 

Alol Products Inc, Carmel, N.Y. 

Crispie Potato Chip Co, Stockton, Cal. 

Defiance Corp, Detroit 

Gold Medal Candy Corp, Bklyn. 

I. J. Crass Noodle Co, Chi. 

Hutchinson Chemical Co, Chi. 

Insect-O-Lite Co, Cine. 

Iron City Chemical Co, Valencia, Pa. 

Mennen Co, Newark 

Modern Floor Coverings Co, Schen. 

Phillips and Buttorff Mfg Co, Nashville 

Rox Products Co, Detroit 

Suo eme Wines Inc, N.Y. 



PRODUCT (or service) 

Soil conditioners 
Alol for poison ivy 
Potato chips 

Insect spray, air sanitizer, anti-freeze 

Bonomo's turkish taffy 

Mrs. Grass' dehydrated soup, noodle 

products 
Waterproof wax 
Insect-O-Lite l,imp 
CIvcolato' 
Mennen foam shave 
Floor coverings 

Enterprise gas. electric ranges 
Masonry waterprocfing paint 
Imported wines 



AGENCY 



Lewin, Williams & Saylor, Newark 
Lewin, Williams & Saylor, Newark 
Botsford, Constantine & Gardner, S. F. 
Russ Green, Detroit 
Emil Mogul, N.Y. 
Phil Gordon, Chi. 

Roberts, MacAvinche & Scnnc, Chi. 
Farson, Huff & Northlich, Cine. 
Dan W. Frye, Pittsb. 
Cecil & Presbrey, N.Y. 
|ohn L. Halpin, Schen. 
Noble-Dury, Nashville 
Clark & Rickerd, Detroit 
Emil Mogul, N.Y. 



Nitmbers ajtrr nnmes 
refer to New and Re- 
new category 



Norm Cittleson 
Gale lUocki 
L. II. Rogers 
L. E. Kilpatrick 
// . K. Bruswan 



I'aul Mowrey 
Robert Criar 
If alter Coin 
E. 11. Eshleman 
II. B. Tremr.'Jne 




SPONSOR 



t 






O-O-H 

(Out-of-home) listening! 



1 



Southern California's 
one-station network! 



SO.OOO waits days. 10,000 walls nighls. 



Represenled nalionally 
by H-R Representatives, Inc. 




• A recent Pulse Report (July, 1952) showed a big bonus 
audience for West Coast radio advertisers— the mobile millions 
who listen away from home. KM PC dominates Southern 
California's out-of-home audience, as shown in this Pulse report : 

(a) KM PC tops all other Los Angeles radio stations with the 
highest individual O.O.H. rating— 21% on Saturday afternoons! 

(b) KMPC tops all independent stations in L.A. for total weekly 
O.O.H. ratings! (c) KMPC tops all but one network station in 
L.A. for total weekly O.O.H. ratings! 



You could buy 38 stations, and still not cover Southern 
California the way KMPC does—primory coverage in 205 
Southern California communities. 

If you'd like to talk about the O.O.H. audience, and other 
differences in the Southern California market, we'll be happy to 
supply the facts and figures. 

KMPC 



LOS ANGELES 



RADIO IS AMERICA'S GREATEST ADVERTISING MEDIUM 
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in Wisconsin 

SPORTS 
BROADCASTING 



Exclusive! 

• Marquette University Football 

Exclusive.' 

• Milwaukee Brewers Baseball 

Exclusive/ 

• Milwaukee Hawks Basketball 

Exclusivel 

• Wisconsin Univ. Basketball 




NOW 

exclusive in 
IsAilwaukee 

ALL 



GREEN BAY 
PACKER GAMES 



• I his year thiriy-cit^ht AVistoii- 
sin, .\1 i( hi<5an, Minnesota and 
Iowa radio stations diosi' lor 
their home town audieiucs the 
exdusive ])hty-Ijy-phiy rejjorts ol 
the Green Bay Packer Football 
games originated hv WKMP's 
l arl Gillesjjie. 

l inther j)rool that WEMP is 
\'oni best roini(l-llie-(lo( k Mil 
\v,niki-e r.idio l)ny. Dollar-wise 
statistics show yon get Si/o times 
more andieme on \\'1''.MP than 
anv Mdwankee netwoik station. 

Get the facts before you buy . , . 
call, write or wire collect your near- 
est Headley-Recd office or WBMP, 
Milwaukee 3, Wisconsin. 

Com/)lcte Coverage— AN 
Major Milwaukee and 
Wisconsin Sports , . , 



1 n 




President 

Globe Bottling Co., Los Angeles 

Soft drink niannfacturers gloomily refer to the Southern California 
market as "a gia\eyar(l for new beverages. ' W hile it may seem 
peeuliar for the land of hatliing beauties, sunshine, and glamor to 
be tabbed this way the barrier against new brands ean be blamed on 
\ ery intense eonipetition between Coea-Cola. Pepsi-(^ola, Canada Dr\ . 
Seven-Tp. and loeal brands. 

Among the loeals is the (Jlobe Hottliiig Coni])any. a firm that has 
always fared well. One of the main reasons is 6()-year-old Abe Kan- 
iier. an aggressive fellow who, com])etitors ha\e found out, seems to 
thrive on rugged eoni|)etition. New ^ ork-born Kanner is reticent 
about his own background but he's quick to talk about Globe 
Bottling and its W'ilsbire Club line of soft drinks. 

"Three years ago when we introduced a new beverage. Creme-0- 
(j)Co. we knew we had a fight on our bands. Yet 1 was convinced we 
had a mone\ maker. I'eople like chocolate in cand\ . pastry, fountain 
dishes — \vh) not in a soft drink? " 

Kanner, pre\iousl\ strietK a printed-niedia advocate, decided on 
tcle^'ision to introduce the new flavor. He chose, through Factor- 
{^reyer, XTG's lloUyivood Ronil to Fame, a weekly talent show (Fri- 
day, 7:00 to 7:30 p.m.). 

He attributes the switch to TV strictiv to "sales sense. ' In elab- 
oration he adds: "I thought goodwill and public acceptance of a prod- 
uct can better he achieved if the advertising message is associated 
with a program that not only entertains but also makes some contribu- 
tion to the coniniiniitv. such as lloUywood Road to Fame's develop- 
ment of )'oinig talent. Associate your product with something bright." 

In actual j)ractice Kanner's j)hilosopby works. In three years 
Creine-()-Coco has chalked up sales amounting to 48% of (/lobe's 
annual gross. This in "the gra\e\ard for new b(*\erages." More im- 
]M'essi\'e is the sales graj)li show ing of the 1 1 traditional fla\'ors of the 
W^ilshire (]lnb line which continue to sell solidly. 

How good a job the K'NXT show does is evidenced by its most 
recent merchaiulising success. A few months ago. viewers were of- 
fered a set of eight glass tumblers for two Crcme-0-(]oco bottle caps 
and ■"?!l.24. Within two weeks the show "sold" two carloads — over 
1.000.000 glasses. Kanner. who insists his only hobby is dev eloping 
better beverages, smiles broadly as he \ isualizes all of those glasses 
filled with he\erages from the W'ilsbire Club assortment. * * * 



WEMP 

AM-FH ma K. c. 

Z4 Hrs. UisfG * Niws > Sports 
HILVAUKEE ^ 



SPONSOR 



FIRST QUARTER AVERAGE... 1952 vs. 1949* 
Daytime audiencfi higher 
Evening audience higher 

»..and network rdjes are currently * 
LOWER than they were in 1949! 

*Pacifjc Nie/s,en l{a'Sngs%,Full network average audience, Monday thru friday, 




On the Pacific Coast, only don lee has network facilities comparable 
to those used on the Eastern seaboard. Every East Coast network 
uses at least 40 stations to achieve local coverage for areas equal in 
size to the Pacific Coast. And only don lee can sell your customers 
locally in the 45 important Pacific Coast markets from their own 
local network station, don lee has the flexibility to match your dis- 
tribution. You buy what you need, where you need it -..without waste. 

That's why don lee consistently carries more Pacific Coast regional 
business (with more regional shows in the top ten) than any other 
network. Advertisers who know the Pacific Coast best also kaiow 
the best Pacific Coast sales medium... don lee, 



The Nation's Greatest 
Regional Network 



■ ROADCASTINC SYSTEM 



1313 North Vine Street 
Hollywood 28, Colifornia 

Represented Nationally 
by John Blair & Company 



ISetv ilevelopmenls on SPOJ^SOR siin'ies 




TV got half of "High Noon" budget in L.A.; theatres were sold out on opening night 



S<»t»: ''Mo\i<">; on the air" 

Issue: 8 Sopu mlH T I9.>2. p. 38 

Slllljocf: iMotirn pirliire rompaiiics find radio 
and TV do highly efTcolive joh 

Add ihe job that television did for the picture '"High Noon"' in 
Los Angeles last month to the other nio\ie air sufcesses spoiNSOt; 
cited in its recent article. 

John 1. Kduards & Associates, UollyuoiKl, agency for the Stanley 
Kramer production, decided to split the hudget f(»r the local exploita- 
tion of the picture, half lor newspapers, half for television. The T\ 
campaign, under the aegis of Jimmy Vaiidiveer, the agency's TV 
director, was concentrated on two Los Angeles stations, KLAC-TY 
and KTTV, It consisted of theatre trailers adapted for 20-second 
television announcements, with heavy emphasis on various gimmicks 
such as (docks placed on the title I part of the sentionalism in air 
iipproach found effective by movie advertisers) . 

Backing up this effort, both KLAC-T\ and KTTV provided oppor- 
tunities for stars of the picture t(» appear on several of their programs, 
as did Los Angeles TV stations KNBIL KECA-TV, and K\XT. 

Results: In Southwest Los Angeles all seats for tlie theatre showing 
"High Noon"" were sold out b) 8:00 p.m. opening night. The lour 
first-run houses in Los Angeles exliibiting the mo\ ie also reported 
complete sell-outs on opening night, with patrons lined up for the 
last performance. This, according to the John I. Edwards agenc) , 
constituted "the biggest Los Angeles opening night in two \ears.'' 

ISol*: "^'herever \oli go . . . ihfTe's radio!" 

Issue: 28 JaiiiKiry 19i>2. p. .S7 

Subject : I5AI5 laiinohes ils firsi paid-sjiaro 
campaign lo plug radio 

The oppiiing gun of the BAP>"s new paid-space campaign on behalf 
of radio as an ad medium was fired on u Septenilier when the first 
of a series of tliree full-page ads appeared in leading newspapers and 
business paj)ers. The eoni|)rehensive two-month drive by the BAi> 
and its 660 niendjer stations to reach advertisers on the national and 
local level also embraces direct mail campaigns based on the ad ci)p\ . 
plus intensive on-the-air promotion. Space ads will run at three-week 
intervals until 17 November. VlcCann-Erickson is the agency on the 
campaign, with iVi ihur Kemp at( oimt supervisor. * * * 
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kFW We audience has been growing 
with each Miccef ding month and is 
graphically shown in the Pulse"" re- 
ports a~ each one is reU-ased. During 
the past y.-ar, KF\X B, as a result of 
many tests and studies, has re-aligned 
its programs, short ene<l commercials, 
been select iv<- in ils type of advertis- 
ers, with one thought in min{l lo 
increase its audience and in turn bene- 
fit its client-adverti-er-. The PL/\N 
has proved to he a successful one as 
borne out by our eonstantly increasing 
audience. 

\eviT before has KP'WB been a 
better buy than now. KP"\\'R"s 23% 
increase is a big one. It represents 
the increase shown in the May-Jmie 
Pulse vs. the March-April PuKe, 
which is the accumulative result of 
many luonllis of serious effort to make 
KFVi M a better and better buy. 
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To develop bigger sales on the West Coast you have to know the 
layout and dimensions of the vast Coast miEtrket. 

The seven most important metropolitan areas on tjie Coast 
account for 65.6% of the Coast's retail sales. But an important 34.4% 
of Coast sales is made beyond metropolitan tn&rket boundaries! 



Enlarges your sales! 




I 



m J 



The Columbia Pacific Network blankets both the metropolitan 
and the rural areas at the same time. Columbia Pacific's 
maximum-power stations in the big markets are carefully balanced 
with lower-power stations in the more compact markets. , 
Columbia Pacific has power where the people are, covering 
an area where 95% of the Coast's population is located . . . where 
94.6% of the Coast's retail sales is made. „ 



And Columbia Pacific has higher average ratings thaa any either 
regional network— proof positive that your sales message on 
Columbia Pacific consistently reaghes the Coast's biggest audience. 

To hypo your sales on the entire Pacific Coast — city, town 
and country — ask us or CBS Radio Spot Sales about program 
availabilities on Columbia Pacific. 




COLUMBIA PACIFIC 

NETWORK 



St 



Represented by CBS Radio Spot Sales 





Sources: Sides Management, May 1952 j 
BMB 1949, CBS nighttiine minimal estimates ^ 
Pacific NRI to^ day, January-June 1952 




^ has been ^ 
Jl added L 
\ to make H 
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Radio 

83a KC 



wcco 



Bai'ic CBS Affiliates 



IN THE MINNEAPOLIS-ST. PAUL MARKET 

Represented Nationally by 
Radio Spot Sales ... for Radio • Free and Peters ... for Television 
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Admen believe radio-TV were 
major factors in Fab's surge 




How Fall mmU 



ISrsiiicI wa.s in I Itli plsieo 



aiiioii$»' Koaps aiicl cloter$»'oiits in the spring' of ]\ow Ws seeoncl only 

to Tide clue to ni8irkot-by-niai*kot eanipai$»iiin$>\ nses heavy spot and net TV 



The bare-knuckled competi- 
tion among packaged soaps 
and detergents is one of advertising's 
great battles. As everyone in the ad- 
\ertising field knows, it is practically a 
private race among three colossi, who 
are ( in alphabetical or<ler, anyway I : 
Colgate-r*alnioli\ e-l*eet. Lever Bros., 
and Procter & Gamble. 

It is natural, therefore, that when 
one of the brands shows an unusual 
burst of speed there is more than the 
normal amount of fe\erisb activit) 
along agency row and in Jersey City, 
New York City, and Cincinnati, the 



respective soap liead(juarters. 

Such a situation exists at present as 
the Big Three pore over their 19.53 ad 
figures. The reason: Colgate's success- 
ful efforts in doubling the sales of 
Fab. its heavy-duty detergent, in a 
little more than a year s time. In the 
spring of 51 Fab was way down in 
11th place among the packaged soaps 
and detersents. Toda\ it is second 
only to Tide, P&G's hea\y-diit) entry. 

In doubling its share of the soap 
and detergent market, the Fai) people 
marked up no mean a<-complishment. 
In no other business are advertising 



dollars spent with more lavishiiess and. 
contradictory as it ma) seem, with 
more care. National advertising ex- 
penditures for soaps and detergents, 
excluding spot radio and TV. have 
jumped from $19 niillit)n in 1916 to 
S56 million last year. Among the s) n- 
theti<' detergents alone the leap was 
from Sl.d to 16.1 million. The stakes 
are big. too: about two billion boxes 
or one box per L ..S. household per 
week, with a total consumer take of 
about $600 million. 

Trade sources estimate that Col- 
gatc"s total ad and promotional spcMid- 
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Pavhuyed soup-iletvryent ml .vpctid itiif =^ •«•«•/ up 

CHART I — MEDIA PERCENTAGES 



Newspapers 
Magaiines 
Network Rac 
Network TV 

TOTAL $$ 
(in millions) 





1946 


1947 


1948 


1949 


1950 


1951 






19.9% 


33.8% 


43.5% 


44.5% 


41.2% 


38.9% 






12.9 


14.7 


11.5 


13.5 


10.8 


9.3 




io ... 


67.2 


51.5 


45.0 


40.5 


45.6 


27.9 












1.4 


2.4 


23.9 






$19.1 


$26.5 


$33.3 


$36.2 


$37.5 


$55.9 





CHART II — EXPENDITURES BY TYPE OF PACKAGED PRODUCT 

(In millions of $$) 



Soaps only 
Synthetics only 



TOTAL' 



$13.9 
1.7 

$15.6 



$17.2 
5.9 

$23.1 



$16.9 
1 1.3 

$28.2 



$14.6 
13.9 

$28.5 



$1 1.6 
16.7 

$28.3 



$10.3 
26.4 

$36.7 



'Spot radio and spot TV not included. The spot figures are quite important (and probably substan- 
tial) since detergints are commonly intriKluced on a marl<et.by.mark&t basis bacl<ed by a lot of spot 
advertising. 

"These totals do not add up to totals In first table because tliey do not Include expenditures for 
combination advertising of both types of pacl<agcd products. 



SOURCE: ANPA Bureau of Advertising 



ing nia) toj) $3.5 iiiillioti this )par. T\ 
iiia\ eat up a tliiid of this. As for Fab 
itself, with sales expected to reach $4.5 
iiiillioii, the 1952 figure for broadcast 
and newspaper advertising ( no maga- 
zines are used) is estimated at about 
$6 million. Fab will probably divide 
this figure half and half between the 
broadcast and local print media. 

A generous slice of the air budget 
is apportioned to spot, for from the 
very beginning Fab has been a heavy 
u?er of local broadcast advertising. 
Accurate figures are almost impossible 
to pin down, but it is the feeling among 
tho.se in the soap trade that ( 1 ) Col- 
gate bets particularly heavily on spot 
r.ud (2) its consistent use had a lot to 
do with Fab's rise to second place. 



Such is the general picture of Fab's 
rise. But how about specifics? How 
did Fab do it? What kind of broad- 
cast tactics were utilized 

The question is not an easy one to 
answer. The soap business is big and 
complicated with new products spring- 
ing up like weeds and tricky varia- 
tions in the local market picture. Even 
if a definitive answer did exist it would 
be Jealously guar<le<l in Jersey City 
headcpiarters and the Fab agency, Wil- 
liam Esty & Co. 1 he secrecy in the 
soaj) business puts the Iron Curtain 
countries to shame. 

Things have a way of leaking out. 
however, and some of the answers lie 
on the surface for all to see. Many 
agencymen outside the soap field watch 



the soap race with keen interest and 
their interpretations, backed by adver- 
tising experience, were utilized in fill- 
ing out the picture. One attitude fre- 
(juently voiced, for example, was that 
radio and TV had more to do with 
Fab's present standing than any other 
media use in soap advertising. 

Here are some of the specific ele- 
ments that account for Fab's jump into 
second place: 

1. After a false start with an in- 
ferior product four years ago. Fab 
was introduced via what has become a 
classic opening wedge for a new de- 
tergent — namely, market-by-market 
couponing, beginning in hard-water 
areas and heavily backed by spot ra- 
dio, spot TV, and newspapers. 

2. Colgate has set out to do for 
Fab on TV what I'&G did for its soaps 
on radio — carve out daytime fran- 
<'hises in certain time segments. It is 
now seeking to build TV franchises 
with two audience participation shows. 
Strike It Rich in the morning and The 
Big Payoff in the afternoon. 

3. For "prestige" (a big show with 
big names ) Colgate gave Fab plugs on 
its Comedy Hour. Some agencymen 
point out that this prestige device was 
aimed not only at the consumer but at 
the retailer, thus arming Fab salesmen 
with a foot-in-the-door and some solid 
sales talk. 

4. The three previous elements 
combined were important in getting 
Fab supermarket distribution. Without 
a solid footing in the big chains, Fab's 
fight upwards would have been se- 
verely cripplefl. The couponing and 
market-by-market advertising attacks 
got the supermarkets to stock up and 
the TV shows kept Fab on the shelf. 

5. An improved Fab formula is win- 
ning the loyalty of an increasing num- 
ber of housewives. The false start 
mentioned previously refers to an earl\ 
formula which wouldn't work in wash- 
ing machines. Fab was withdrawn and 
reintroduced two years ago in a new 
formula. 

6. The ad theme that had most to 
do with Fab's success is this: "Fab 
washes clothes whiter without a bleach 
than any soap with a bleach."' This 
theme is still pushed vigorously. Back- 
ing up its use is another chemical con- 
tribution — the optical bleaches. Fab i.s 
not the only j)a<;kaged soap and deter- 
gent using optical bleaches, nor is it the 
only one advertising the fact. I Xote 
Kinso's solium. I But the astute Col- 




"Kings Row," early Fab radio soaper "Miss Susan" on TV with Susan Peters 



Poor rttiinys tutused Fab to drop stKip operas 

Fab's first network efforts in 1951 were made with two soap operas, shown above, but 
fhey were dropped in favor of quiz give-away shows. The fact that "Kings Row" was 
opposite three audience participation programs may have given Colgate rhe idea 
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Fab'.v <*iii*reii< strutcgyz 
to establish TV franchises 



"Strike It Rich" (top), and "The Big Payoff" 
(center), are in daytime slot for long term. 
"Comedy Hour" (bottom), Fab's prestige show 



gate-Esty team were the first to empha- 
size the idea that its product was supe- 
rior to a combination of soap and 
chemical bleach. 

(The best evidence of this astute- 
ness is the fact that Tide, which had 
been claiming that it gets clothes 
cleaner than any soap, began saying 
this year that "Now, Tide washes 
clothes whiter than you can bleach 
them!" 

(Optical bleaches are not bleaches 
in the true chemical sense. They are 
compounds which give off a white lu- 
minescence when excited by ultra- 
violet light, which is a component of 
sunlight. The use of optical bleaches 
plus Fab's formula problem spotlights 
the fact that some of the crucial battles 
of today's soap business are fought in 
the test tubes of the organic chemist.) 

7. Last of all, there are what might 
be called the unknown or mysterious 
factors. Many an adman, with true 
humility, will admit that things happen 
in the advertising game that just can't 
be explained. Sometimes these things 
are just too subtle and complicated. 
Sometimes things happen because a 
fortuitous combination of advertising 
and marketing tactics will suddenly 
snap into place without any apparent 
reason and without any planning afore- 
thought. This is not meant to suggest 
that Fab did not correlate its various 
ad tactics. Fab went into groups of 
markets with a definite ad pattern. 

{Please turn to page 78) 



Largo .slic«e of Fab 
air budg'ot goes to .spot 

Fab has been a heavy user of spot 
radio and TV from the beginning 
and soap trade people say it had 
a lot to do with Fab's success. 
Spot was particularly important 
during Fab's early days since Fab 
was introduced by the marlet-by- 
market method with air advertis- 
rng backing up heavy couponing 
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Willi Hill Rilic (above) as one of the 
jo<keys, ABC's lone commercial iuiioraliou 
is a heavy schedule of afternoon hillbilly 
music. On the nifiht side the novel 
feature is the fact that Wincliell, Ozzie & 
Harriet are shared with TV, Conibitied Ozzie 
&: Harriet price for radio and TV; $33,000 



chs 



While the CHS sp«>nsored linen p offers 
nothinf^ new to listeners, it does retain the 
powerhons combination of Jack Benny, 
Binf! Crosby, and Ed^ar Bergen. As a 
result of these sales the network 
also managed to clear the decks of all its 
connnitnients to radio talent 



M radio clienis want shows with prooo 



]\€»t\v«rks aro tryiiBjS Ut clispol '''liar$*aiii eoiiiitcr^* mood thoy eroatoil. bill most sh 
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Despite tlie expaiulir.g 
eoinpetiliAe pressure from 
lf'le\ision, sjjonsored net- 
work radio lias einliarived on ihe 1952- 
33 >eas<)n with a trim liiieii]) of pro- 
firam fare. Tlie pessimislif forecast> 
of wliolesale dispersemeiil of top-rat- 
ing ])ersonalilies from tlie medium, 
wliieli were commonK' lianlered ahoiil 
llie trade a iev\ months ago. have failefl 
lo rnaleriahze. f]\ en ihougli the sur- 
<ivr\ j)erf()rined on |)rogram costs has 
l)cen quite severe. I lie fact remains tiiat 
the galler) of radio's iiiar(|iiee reliables 
lia~ come through almost inla(t. 

In compiling a status report on sjion- 
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sored network radio programing. 
SPONSOR interviewed advertisers, ageii- 
ey executives, and network officials. 
The highlights of liie fads and opin- 
ions emerging from this survey were: 

1. Ad\ ei tiser resislan< e lo programs 
liiat haveji'l passed througii the cruci- 
hie of previous sponsorship lias he- 
come more encrusted than ever. As a 
!ietwt)rk jirograming v. p. jiut it: "When 
yon suhmit a |)rogram nohoti) asks 
V, hat s new or different in the idea of 
the sh()V\ : instead the) want to knov\ 
what is its 'track record'." 

2. The networks are finding it difh- 
cull lo dissipate the hargaiii-oounter 



mood they liieinsel\es erealed. jNoa\ 
tiiat the rate siriielures ha^e been re- 
adjusted, tlie networks are making an 
effort to avoid program "deals" and 
reestablish hst prices. 

3. Agencyuien voice the belief that 
it would be futile for them to recom- 
lueiid untested programs or program 
ifleas so h)ng as there are available 
name paekages for ^vhich the networks 
are contractuallv committed. Such 
commitments are regarded as an open 
sesame to the Inner for bargaining. 

4. CBS is coiii|)letely "out of the 
woofis ' with regards to obligations for 
the radio serviees of talent in A\hoin it 

SPONSOR 
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/Is Hould be iiatutal for n in'tiiork which 
hat foutitl news a highly inorketahlc 
co:ntnntlity. iMntuars hme itetccomer to its 
sponsored list is a chnrncter conimentntor. 
Tilu?> lMood.>. Last season^s daytime 
proKratns are carried over practically 
intact III format and sponsorship 



perfiirniaiKje 



fall have a track record 



has a corporate interest. These sales, 
which comprise Bing Crosby, Edgar 
Emergen, Jack Benny, and Amos n' An- 
dy, serve the twin purpose of maintain- 
ing a strong programing structure and 
substantially licjuidating talent invest- 
ments. In the instances of Crosby, Ber- 
gen, and Benn) the network absorbed 
a portion of the package cost. ( See 
pages 28. 29 for prices paid b\ their 
respective sponsors.) 

5. While it succeeded in disposing 
of Martin & Lewis and Fibber McGee 
on similar cost-sharing arrangements, 
NBC has still to find sponsors for two 
i Please turn to pas^e 89) 



h 



The sale of Martin & Letvis (ahove) may 
rate as MliC's hi^ coup of the fall, 
but the network still lias an obligation 
to find a radio sponsor each for 

tivo oilier comedians Hob Hope and 

Red Skelton. Meantime Skelton 
becomes a Tandem Planner 



Types of sponsoretl nvtworl^ rmlio shows 

BASE: Programs scheduled for fall 1952 as reported by networks (as of 12 September 1952) 





Number on each network 




Type of program 


ABC 


CBS 


Mutual 


NBC 


Total 


Children's Shows 




1 


1 


1 


3 


Comedy Variety 




2 




1 


3 


Daytime Variety 


2 


2 




1 


5 


Drama: Straight 


4 


10 






19 


Mystery & Detection 


2 


6 


4 


4 


16 


Science Fiction & Adventure 


2 




2 




4 


Soap Operas 




12 




15 


2 


Westerns 


1 


1 


~ 1 


1 


4 


Interviews 




1 


2 




3 


Musical & Musical Variety 


3 


15 


2 


8 


28 


News & Commentary 


8 


10 


8 


6 


32 


Quiz & Audience Partic. 


1 


6 


4 


" 6 


17 


Religious 


5 




5 




10 


Situation Comedy 


2 


~5 




4 


11 


Sports 


1 


1 


1 


1 


4 


Women's Service 


1 






1 


2 


Total 


32 


72 


30 


54 


188 
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Soe next i»«f/<' f«»' proqratu costs list'nifi 



SPONSORED NETWORK 



RADIO shows 



ABC spoiisoretl rudio shows 



1 


TYPE 


LENGTH &. 
FREQUENCY 


SPONSOR 


AGENCY 


Wofncn's Service 


15 


min. 


5/wk, 


General Mills 


D-F-S 




Musical 


15 


min. 


5/wk, 


General Mills 


D-F-S 


1 


Quiz-Aud. Partic. 


30 


mIn. 


5/wk. 


Bristol - Mye^s 


Dchcrty. Clifford &. Shenfield 
Tatham-Laird 




Daytime Variety 


1 


hr. 


5/wk. 


TonI Co. 
0-Cedar Corp. 
Swift 


Turner Adv. 

J. Walter Thompson 

Hutchlns 




Musical 


30 


min. 


5/wk. 


utiiciai mills 


D-F-S 


1 


D rama 


30 


min. 


l/wk. 


American Chicle (partic.) 


D-F-S 






15 


min. 


1, wk. 


Carter Products 


Ted Bates 




News 


15 


min. 


5/wk. 


Phllco 


H utchins 




Boxing 


45 


min. 


1 wk. 


Gillette Ra^Of 


Maxon 




Religious 


30 


min. 


1 wk. 


Goodyear Tire &. Rubber 


Kudner 




News 


15 


min. 


1 wk. 


General Motors 


Kudner 


— — 


Religious 


30 


min. 


1 wk. 


Church Of Christ 


Ross Roy 


— 


Religious 


30 


min. 


1 wk. 


Billy Graham 


Walter F. Bennett 


J 


Daytime Variety 


15 


min. 


5/wk. 


Prudential Ins. 


Calkins & Holden 




News 


15 


min. 


1. wk. 


Gulf Oil 


Young & Rubicam 




Western 


30 


min. 


3/wk. 


General Mills 
American Bakeries 


D-F-S 

Tucker- Wayne 




Situation Comedy 


30 


min. 


1, wk. 


Electric Companies 


N. W, Ayer 




Musical 


2'/! 


hrs. 


l/wk. 


Texas Co. 


Kudner 




News 


15 


mm. 


I,wk. 


Christian Science Monitor 


Walton- Butt erfield 


- 


Drama 


25 


min. 


5/wk. 


Sterling Drug 


D-F-S 




Mystery & Detection 


30 


min. 


l/wk. 


Sterling Drug 


D-F-S 




Religious 


30 


min. 


1 wk. 


Gospel Broadcasting 


R. H. Alber 




Situation Comedy 


30 


min. 


1, wk. 


Hotpoint 
Lambert 


Maxon 

Lambert & Feasley 




News 


15 


min. 


l/wk. 


Burton- D ixie 


Turner 




News 


5 


min. 


I,wk. 


General Foods 


Young & Rubicam 


1 


Adventure Drama 


3« 


min. 


2, wk. 


\3 ciivi ai mills 


Knox-Reeves 




Sciince Fiction 


30 


min. 


l/wk. 


Ralston Purina 


Gardner 




Drama 


30 


min. 


l/wk. 


Equitable Life 


Warwick &. Legler 




Mystery Drama 


30 


min. 


l/wk. 


American Chicle (partic.) 


D-F-S 




Religious 


30 


min. 


1, wk. 


Voice of Prophecy. Inc. 


Western Adv. 




News & commentary 


15 


min. 


1, wk. 


Gruen 


McCann-Erlckson 




Drama 


15 


min. 


5/wk. 


General Mills 


Knox- Reeves 


-t 



PROGRAM 



npllv Crocker 



mil Ring Show 
ilreak the Hank 

llreakfant Cluh 

C.al Tinner 
Defense Attorney 
Drew Pearson 

Eilwin C. Hill 
Gillette Fights 

Greatest Story Erer ToUl 
Henry J. Taylor 
Herald of Trnth 
Hour of Decision 
Jack ISerch 
John Daly 
Lone Rangor 

Meet Corliss Archer 
Metropolitan Opera 
Monitor f'ieirs ami Mews 
My True Story 
Mystery Theatre 
Old Fashioned Reriral Hour 
Ozzie & Harriet 

Paul Harrey 
Sanka iS'ews Roundup 
Silver Eagle 
Space Patrol 
This is Your FBI 
Top Guy, The 
I'oice of Prophecy 

n alter W inchell 

U hispering Streets 



COST 



$3,500 
$2,000 
$8,000 



$4,000 
per '-2 hr. 



$1,750 
$3,000 



$t).500 

(radio & TV) 

$2,500 

$40,000 

(for simulcast) 



$4,000 



$600 

$1,500 

$2,000 

$4,500 

$500 

$6,500 

$3,250 

$8,000 

$350 

$5,250 

$1,500 

$1,500 

$35,000 
(radio &. TV) 



$1,250 

$350 

$2,750 

$1,500 

$4,500 



$3,000 



$1,500 

(incl. Mutual) 



$15,000 
(radio i. TV) 



$3,250 



CBS spoiisoretl rcicfio shows 



PROGRAM 


COST 


TYPE 


LENGTH & 
FREQUENCY 


SPONSOR 


AGENCY 


Allan Jackson & A <'!*'.< 


$1,250 


News 


15 min. 5/wk. 


Metropolitan Life 


Young & Rubicam 



SOURCE: Show costs are SPONSOR'S September 1952 estimates; 
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with their talent and production costs 



I' I ii i> II 



'II III IIIH II III I II 



PROGRAM 



Amos 'n' Andy 
Armstron(!''s Theatre 



A. Cod/rey's Morning Shmv 



Hallmark Playh-ouse 
Hilltop House 



Home Folkn 
House Party 



Inner Sanctum 



It Happens Every Day 



Jack Ilenny Show 
Jack Smith-Cinity Simms 



COST 



TYPE 



LE.NGTH & 
FREQUENCY 



$15,000 



$4,000 



Situation Comedy 
Drama 

Daytime variety 



30 min. I wk. 



30 min. I wV.. 



GO min. 5/ kw. 



Rcxall Drug Co. 
Armstrong Cork Co. 



Frigidalrt; 

Frencli Sardine Co. 
Ton! Co. 

Owens-Corning FIberglas 
Lever Bros. (RInso) 

(Pcpsodent) 
Pillsbury Mills 
National Biscuit 
Liggett & Myers 



BBDD 
BBDO 

Foote, Cone i Beldlns 
Rhodes & Davis 
Foote. Cone & Belding 
Fuller. Smitli & Ross 
Ruthrauff & Ryan 
McCann- Erickson 
Leo Burnett 
McCann. Erickson 
Cunningham i, Walsh 





Godfrey's Talent Scouts 


$8,500 


Musical Variety 


30 


min. 


1, wk. 


Thcma^ J. LIpton 


Young & Rubicam 




Aunt Jenny 


$2,950 


Soap Opera 


15 


min. 


5, wk. 


Lever Bros. 


Ruthrauff & Ryan 




lienlah 


$8 OOO 


Situation Comedy 


1 c 
1 3 


min. 


5/ wk. 


rlt>%.LU1 Ol iJdlllUie 


Dancer. Fitzgerald & Sample 




Big Sister 


$2,850 


Soap Dpera 


1 5 


min. 


5/wk. 


Prn^tvr A f^amhld 


Compton 




Hill Shadel * News 


$450 






min. 


l/wk. 


Campana Sales 


Wallaco.Ferry-Hanly 




Bing Crosby 


9 1 D, UWTT 




Musical Variety 


30 


min. 


I,wk. 


General Electric 


Young & Rubicam 






Bob Hawk 


90, yjyjyj 


Quiz 


30 


min. 


i/wk. 


D 1 RuurlAlrie 

n. J. neyiivius 


Will lam c. sly 


— 




Brighter Day 


$3,750 

includes NBC) 


Soap Dpera 


1 5 


min. 


l/wk. 


Procter &. Gamble » 


Young & Rubicam 




Carl Smith Show 


$1,250 


Music 


5 


min. 


5,wk. 


Kellogg Co. 


Leo Burnett 




Choraliers 


$3,000 


Music 


30 


min. 


1/ wk. 


Longlnes. Wittnauer 


Victor A. Bennett 




City Hospital 


$2,350 


Drama 


30 


min. 


1 /wk. 


Carter Products 


SSCB 






Club 15 


$12,500 


Music 


15 


min. 


3/wk. 


Campbell Soup 


Ward Wheelotk 




Curt Massey Time 


$10,000 


Musk 


15 


min. 


5, wk. 


Miles Laboratories 


Geoffrey Wade 






Dr. Christian 


$7,000 


Drama 


30 


min. /I wk. 


Chesebrough 


McCann- Erickson 






Edgar Bergen 


$1 2.000 


Comedy Variety 


30 


min./ 1 wk. 


Richard Hudnut 


Ktnyon & Eckhardt 




Edward R. Murrow 


$5,000 


News 


15 


min. 


5 wk. 


American Dil Co. 
Theo. Hamm Brewing 


Joseph Kat2 
Campbell-Mithun 




FBI in Peace & W ar 


$3,975 


Mystery & Detection 


30 


min. 


1 wk. 


American Chicle 


SSCB 




(^anghusters 


$4,750 


Mystery & Detection 


25 


min. 


1 wk. 


General Foods 


Young & Rubicam 




Gene Autry Show 


$11,000 


Western 


30 


min. 


1 wk. 


Wm. Wrigley, Jr. 


Ruthrauff & Ryan 




Cive and Take 


$2,250 


Aud. Partic. 


30 


min. 


1, wk. 


Cannon Mills 


Young & Rubicam 




Grady Cole Show 


$1,750 


Music 


15 


min. 


l/wk. 


General Foods 


Foote, Cone & Belding 




Grand Central Station 


$3,650 


Drama 


30 


min. 


1 wk. 


Toni Co. 


Foote, Cone & Belding 




Grand Slam 


$4,500 


Quiz 


15 


min. 


5/wk. 


Continental Baking 


Ted Bates 




Cwuilding Light 


$3,000 


Soap Dpera 


15 


min. 


5/wk. 


Procter & Gamble 


Comptcn 





$9,500 



30 min. l/wk. 



Hall Brothers. Inc. 



Footo. Cone & Belding 



$2,650 



Soap Opera 



15 min, 5/wk. 



$4,500 



Music 



15 minv 5/wk. 



Miles Laboratories 



Quaker Dats 



Gtoffrey Wade 

Price, Robertson & Frank 



$6,000 



Aud. Partic. 



$2,350 



Mystery & Detection 



$1,250 



Commentary 



$15,000* 



Comedy Variety 



$14,000 



30 min. 5/wk. 

30 min. l/wk. 
5 min. 6 wk. 

30 min. I wk. 
15 min. 5jwk. 



Pillsbury Mills 
Green Giant 
Lever Bros. 
Kellogg Co. 

Pearson Pharmacal 

Toni Co. 

American Tobacco 
Procter & Gamble 



Leo Burnett 
Leo Burnett 
N. W. Ayer 
Leo Burnett 

Harry B. Cohen 



Tatham- Laird 
Weiss & Geller 

BBDO 



Dancer. Fitzgerald & Sample 



•Sold on simulcast basis — time plus talent: $1,406,000 annually for two 
"Edgar Bergen receives $16,000 for the package from CBS. 
••Jack Benny receives $20,000 for the package from CBS. 

^Blng Crosby receives $18,000 from CBS for the package. 



TV quarter-hours and two anil a half radio quarter-hoars per week. 



roundup of faii 1952 programs is from the networlts designated 
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(Please turn to page 85) 
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PROBLEM: radio-TV are 
little used in food co-op 

Vnm iood nionii iaclvrcrs ]tiil radto Tl on 
then li\t ot (ijiprined itiediu tor co op. But 
leu push the air ntediu to retailers. Ilencf 
the lirorcrs fio on nsiii/; media nhteh ore 
their traditional jaiorites riewipaper^ and 
( ircuhirs. Though Iood in(iiiu jn< Hirers kiiow 
rniUo Tl are eflective and spend air monex 
health on the niitional leiel. leu ot them 
hare sought to educate their representatives 
in the field nhont air advertising. One big 
reason for this: (o-op money is trequend) 
used more us a leier by the sales depart 
ment than as a pure advertising venture. 
Sales executit es. not being inmiliar u ith 
media values, tire little inclined to he con- 
cerned with whether a disproportionate sum 
goes to newspapers or not. Meanwhile the 
double rate structure helps iien spapers to 
hold onto iood co op money. Papers (harge 
•itores at the local rate and the stores in 
turn are reimbursed by Iood firms at the 
national rate. Stores often end up mal.iiig 
a lin e profit on their co-oped newspaper ads. 




Mw-Vi oo-op needn't be a fooi 

IJttIc' of 8^{;>.00(K000 spoilt by »'roeoi*y iiiaiiiifaetiii'er's for co-op ^'oes on the air due t(t> 



m 



I \iitliiiig is easier to find 
» than gioceiN jjioducts 
ing advertised on the air - iiatioiiall\ . 
From soaj)s to cereals, from jjirkles to 
jjolislies. tlie produi'ts sold llirougli the 
nations lOU.OOO grocerx outlets ar»' 
among radio and T\ "s higgest cus- 
lomers. Just look at the figures. The 
<7id(ery Alanufactuiers Assoriatioti 
< urrenth e>liinates that hetweeii a third 
;ind a half of the .s3.i(M)0().()()() its hluo- 
eliip inemljers are spending this year 
in national media will go for hroadcasf 

Network and station merchandising, such as 
WGAR, Cleveland plan, has made grocers 
more aware of pull of broadcast advertising 




advertising. in<lufliiig iietwcuk and 
spot, 

Be<ause of the tremendous trend to 
self-ser\ i< e grocer)' stores — iO'/i of the 
total sales \()hime is now done in self- 
service supermarkets these manufac- 
turers put their advertising emphasis 
on pre-selling the eustonier earl) and 
often. Mroadcast advertising, witli its 
saturation co\erage and proved results, 
is therefore a ke\ stone in the national 
process of pre-selling. 

^ ou'd think that the constant, heaw. 
Iiard-liilting broadcast campaigns - f 
the General foods and the (General 
Mills and the f'ro< tei tS. Camhies would 
naturall) find a counterpart in the 
area of coojjei ati\ e. or shared, adver- 
tising between grocer) manufacturers 
and groi CI) retailers. The assum))tioii 
is a natural oik"; grocers are coiistanl- 
Iv (>\posed lo the national |)ull of ra- 
dio and TV. Dail) tlie\ see it do everv- 
ihing from building actual jiroduet 
sales to (listribtiliiig enti) l>Uinks in a 
big radio or 'I V-pronioled <-ontest. 

Kill nothing is liardei t(j find than a 
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food retailer or food chain that is en- 
gaged ill a coo|)erativ e air \ eiiture vvitli 
one or more big grocer) manufactur- 
ers. In this area of grocery advertis- 
ing, almost ever) one seems to operate 
as thougli broadcasting was still just 
a faint gleam in the e\ e of Guglielniu 
Marconi. W ell over 95' i of the $35.- 
000.000 which the G!\l\ feels its mem- 
bers now spend annually in grocerv 
co-op goes into hwal printed media — 
newspapers, circulars, letters, and post- 
cards — or combinations of these media 
and promotional displa)s. 

i his peculiar contrast of air-mind- 
eiliiess at the national level and an ap- 
parent aiiti-airselliiig outlook at the lo- 
cal level is a ])u//le that has long been 
the despair of man) a conscientious 
grocer) jiroduct advertising executive. 

However, most of them do attempt 
an answer of sorts. In talks with ad- 
vertising aiul sales exe<'utives of near- 
ly two-flozeii leading food and non- 
food grocer) firms, sponsok heard this 
explanation cited most often: ''Retail- 
ers in the food and grtKers field just 
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SOLUTION: grocery manufacturers can encourage 
effective use of radio-TV co-op by these steps 

7, Approve broadcasting in co-op deals 

Many grocery co-op contracts are written to cover only printed media, circulars, ilirect 
mail, and special promotions. Hciorc yon (an get into co-op iroadcasting with grocers, 
yon must add broadcasting to the approved local media list in your co-op contracts. 

2. Increase co-op budgets if necessary 

Allocations of co-op fund.<, are traditionally based on newsj>aper ad practices oj grocers, 
where many co-op advertisers are dumped in one big ad and the costs divided. Since 
feicer co-op grocery products are likely to he crowded into any single air venture, il mny 
be necessary for yoii to .set higher co-op allotments to (over co-op broadcasting. 

3. Establish radio-TV training for co-op admen 

The sales executives, district managers, distributors, jobbers, wholesalers, el(., who now 
ride herd on your end of a co-op campaign may lack specialized knowledge oj broad- 
cast ad vert ising. S!>ecial training .'icssions in radio-Tl' may be ne<essary. In turn, this 
knowledge will aid them in setting up and overseeing co-op broadcasting at local level. 

4. Furnish free radio and TV material 

Almost all co-op maiiujacturers spend large sums to furnish free cats, mats, copy slants, 
promotional material and the like to aid grocers in their new.yxiper co-op advertising. 
Transc ribed or filmed open-end spots and programs should also be made available. Thus 
the same e.xpert planning that goes into your mitional airselling will also aid grocers. 

5. Pass on specialized air knowledge 

All grocery manufacturers who are netn ork and spot air advertisers bare acijuired special 
knowledge about airselling their own products. An invaluable aid to grocers would be 
a manual of time-buying tip.s, audience iniormation, program pointers, commercial copy 
themes, promotion and publicity ideas that apply to airselling your product localJy. 
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(lou t look upon radio and TV as some- 
thing that will sell specific "price-line' 
items. Grocers have always used new— 
l)apers as their highest medium: we can 
do nothing to tout them awa)."' 

But this theory is contradicted hy 
fact. Some of the large grocers do use 
broadcasting. The Supermarket Insti- 
tute recently aimounced almost lO'^ 
of the stores and chains in the super- 
market class I hy SI standards, a "<le- 
partmentalized food store with a min- 
imum sales volume of $500,000 a 
\ear") use air advertising. Almost all 
of this Consists primarily of announce- 
ments or participations used to push 
house brands or meat-and-produce spe- 
cials on peak shopping days. The ranks 
of these su|)ermarket air users include 
such names as Food Fair, Kroger. A&P. 
Safewav, Grand Union, Market Ba.-- 
ket, Weingarten. and others. 

A close-up view of this new trend in 
air advertising discloses another inter- 
esting fact. These few grocers are 
largely spending their own money lo 
(Flea.'ie turn lo page 66) 




EXAMPLE: Grand Union tied in with four foods 

Recent example of grocery retailer who has taken rare plunge into cooperative broad- 
casting was TV panel series, "Starring the Editors," on \ew York's ff'ABl). Show was 
sponsored hy Grand I nion, growing Kas'ern supermarket chain, on a co-op basis with 
four grocery manufacturers: W eston Biscuits, Vanity Fair Facial Tissne.% Chun King 
Chinese Foods, and Ward's Tip-Top llread. Lansing I'. Shield, Grand I nion president, 
IS standing in photo above. Cooperative sponsors were lumped with fewer advertisers 
than printed media, received longer, better-planned co-op mentions. Grand I nion deal 
opened eyes oj many other grocers to possibditics oi co-op sponsorship of other local 
or syndicated radio and Tl' programs. Grand I nion now plans second series. 
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SHOW COST $4,000 FOR 10 WEEKS, PULLED 350 INQUIRIES. ABOVE A/E ROBERTS, SALES MANAGER MANNING GO OVER SLIDES 



How put over a foffee vendor 

III IO-wc»ek test HCAU-TV, Pliilaclclpliia, wcatliercast soltl 1 75 clispoiiscrs 

at $740 caeli — and sold Rudd-Mclikiaii on an oxpaiidc^d air eaiiipai;;»'ii 



Can television sell a vcndin^j; 
niat liine designed for olHce 
and industrial nse and eo-t- 
ing $740? 

That was tlic rjuestion the ivudd- 
Melikian Co. sought to answer la.^t 
spring when they put their coflee ven- 
dor on TV in IMiiladolphia. The results 
have proved so good that the approach 
may soon he tritd in dozens of K-M- 
franihised ina rkets around theeountrv. 

U-M made 175 sales (a gross of 
.''^ 1 29.500) in only 10 weeks on the air 
and tlw" TV campaign cost them just 
S4.()00. Tlie machines, cidled Coffee 
(]uhs. were demonstrated only oiu'c 
a week on a \\T]y\U-TV weather rejx)!! 
at 11:15 p.m. Sundays. 



l?udd-Melikian is hut one of tiiany 
firms now manufacturing machines for 
the hurgeonitig vendor husiness. Their 
suceess with TV (atid an experiment 
just getting underway in radio I may 
s|)ur interest in the air media anumg 
other ^einlor firms. It's a fast-growing 
field, anxious to capitalize on promo- 
tion opportunities. (Soft drink vendois 
sold S234.3CL400 worth of drinks m 
1950; .$.320,619.;541 in 1951. Coffee 
dispensers sold SI 0,41 5,000 worth in 
1950; S23,,m339 in 1951.) 

The ijromotion prohleui fa<'ed last 
spring In was a falrh specialized 

one. The original 1{-M nnits had been 
designed lor use hi large facl(nies. 
heavy industrial plants, aiul hus} of- 



fi<'es: the\ were large machines 
e(] nipped to serve 1.000 cuj)s of coffee. 
To advertise these machines. R-M had 
used maiidy trade papers and direct 
mail. 

However, wlien the firm s engineers 
(hneloped a new. more compa<'t unit 
in 1951, with its l.OOO-eup capacity 
condensed into a unit no larger than a 
water <'ooler. the company saw its po- 
tential market in the home territory of 
Philadelphia expanding from a hand- 
ful of large industrialists to some 40.- 
000 prospecti\e custonn-rs. 

The Robert? agenc} , whicli had lian- 
dled li-M advertising since the agency 
hegan in 1951. mulled over the proh- 
leni. y\fter stud\ing the market poten- 
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tial of the Coffee Cub. Account Execu- 
tive W. S. Roberts, president of tlic 
agency, and TV Director Franklin Rob- 
erts both recommended television. 
Their reasoning: 

This machine was a new product — 
it offered a service the public bad not 
been able to buy the same way before. 
Television would educate the public in 
its use. It would show the machine in 
operation and create demand for it. 

Resides educating the public, a tele- 
vision demonstration would serve as a 
sales demonstration to prospective cus- 
tomers. Television would also increase 
the demand and indirectly promote 
sales of the coffee dispenser by mak- 
ing employee organizations aware of 
automatic hot coffee service. 

Rudd-Melikian agreed to the agency 
recommendation on a test basis. Tele- 
vision would have to deliver direct 
sales, and be pa\ ing for itself by the 
end of the test period. 

This period, the agency set at 10 
weeks. Furthermore, television was 
given a handicap. To put the job un- 
questionably up to the medium's abil- 
ity to sell, the test was scheduled for 
late spring through early summer, a 
time in which interest in hot coffee is 
likely to lag considerably because of 
the weather. Since the Coffee Cub 
retails at $740. each program bad to 
produce eight sales for TV to pay it:- 
own way in the test period. 

With the preliminaries agreed upon 
between company and agenc) , Wil and 
Frank Roberts nrapped out their TV 
strategy. 

For the specialized adult audience 
that the product demanded, the agency 
decided to buy time at night. Though 
the viewers might he numerically fewer 
at that time, they would also be more 
relaxed and better disposed towards 
concentrating on the commercial pres- 
entation. To test the validity of these 
assumptions, viewers were asked to 
write or phone for further information. 

The copy was to stress two points: 
How a coffee break raises employee 
morale, and how the Coffee Cub with 
its on-the-spot service eliminated time 
lost to the employer in sending out for 
coffee. 

The agencv then bought an 11:15 
p.m. slot on WCAU-TV Sundays. 

The program vehicle was to be a 1-5- 
minute discussion show entitled A'o 
Hohls Barred. Gordon Walls, WCAU- 
TV's sales rep, helped in the arrange- 
ments; the station's feature film origi- 
nally scheduled for 11:13 p.m. was 
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moved up to follow R-M's program. 

The 11:15 to 11:30 p.m. lime slot 
seemed ideally suited for R-M"s needs: 
The period delivered about 10'^ of thf" 
1.052.259 set market, reached a stricllv 
adult audience as the product demand- 
ed, and out-rated the two other stations 
conrhiired. 

The program was to feature a three- 
man panel, and the subject of discus- 
sion for tlie opening night was the re- 
arming of German} . Members of the 
panel were an instructor of Political 
Science from the University of Penn- 
sylvania, a former member of the dip- 
lomatic service, and a member of the 
British Labor Party who was then do- 
ing graduate work in this countr\ . 

/Vlthough the })rojected program 
sounded promising, the agencv execu- 
tives felt that it would be an unfair 
test of TV's efficacy in selling coffee 
dispensers. "Why make this a lest of 
a new show idea as well?" they 
thought. 

It was decided, therefore, to let th;- 
10- week television test rim with an 
established public service feature — 
quite in keeping with the iratnre of the 
product. A five-miimte weather fore- 
cast was chosen and scheduled for 
11:15 p.m. 

The first R-M sponsored weather i-e- 
])ort was aired on 20 April 1052. Fif- 
teen leads resulted from this first tele- 
vision demonstration. The second 
week, requests and in(|uirics really be- 
gan rolling in. 

During the third week, the weather 
was o nthe side of Rudd-Melikian. As 
it happened, Philadelphia underwent a 
regular deluge the week preceding the 
third spot. The commercial showed a 
messenger boy fighting his way through 
wind and rain carr)ing a tray with sop- 
ping wet coffee coirtainers. Said the 
voice-over copy, through sounds of a 
fiercelv whistling gale. "Through wind 
and sleet, through rain and hail, the 
coffee must go through!" The subse- 
quent demonstration of Coffee Cub 
proved without a doubt that coffee-on- 
the-spot would eliminate rain-diluted 
coffee in soggy containers. Within 
three days following this third Sunday 
demonstration. 60 leads for the dis- 
penser had poured into the agency 
office. 

The 10- week test, which had cost 
some $4,000, netted the following re- 
sults for Rudd-Melikian: The firm re- 
ceived 350 inquiries directly attribut- 
able to the air campaign. Of these 
{Please turn to page 58) 
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SiruWfiif K-.W tised in TV 

1. A lO-M'tv/. period was set 'is 'he 
maximum time Ti had to prove 
ilselj. Each pronram had 'o pull 
eiplit sales to pay television cost. 

2. To i;et an adult audience 'i late 
evening time (11:15 i>.m.) was 
chosen. .4 tried und true weather- 
cast format was sponsored by R-M. 

3. (^opy stressed raising morale of 
employees and savings to an em 
plover oj time help spend going 
out oj office lo buy their coffee. 

I, Actual demonstrations were used 
and. viewers were asked to phone 
or write in for further infoi niation. 
Show aided salesmen considerably. 
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Don't kl tMi >M#ti t* mi 



First cartoon pitch gave way to live sel 
proving convenience of on-the-spot coffee 



Coffee Cub is water cooler siie, giving 
it bro^'d appeal for offices and factories 




Two new coverage tools and 
what tlief mean to sponsors 

Witliiii weeks, iip-to-tlato c*ireiil<itif»ii tlat:i f»ii ratlif»-TV will be in use. Here 
are iiisiile details «f how ]\CS and SAM serviees will differ 



^" ^ Hiatter of weeks, bi oad- 
Q^^^Q cast adxei lisers of all typt s 
^JpF and their agencies will have 
at hand the most comprehensive data 
on U.S. radio coverage any adman ha;^ 
ever seen. I'he) will also have the 
first reports of comparable TV cover- 
age. Together, these data will: 

• Enable major network ad\ertisers 
to determine just how many families 
are tu7n'ng regularly to a gi\ en radio or 
\ ideo network, and just where these 
families are located in the U.S. 

• Allow skilled agcnc\ timcbnyers 
to match sj)Ot radio and TV coverage 
to flistrihution areas or dealer district-- 
tliroughout the I'.S. 

• Permit ad\ertising managers of 
large and small companies to work out 
fornmlas of radio-TV expenditures vs. 
sales evpectancies. once the average 
pulling |)ower of a spot campaign or 
program xenturc has been pre-tested oi 



determined in ad\ance. 

• l*ro\ ide stations and network^ 
with accurate circulation data compar- 
able to that of Audit Bureau of Circu- 
lation used by printed media. 

• Chart for all buyers or sellers of 
broadcast advertising the true size and 
scope of U.S. air media all the was 
from the top networks down to the 
small stations in outlying comnujnities. 

All of this is welcome news to the 
average national, regional, or local 
sponsor. Having struggled along on a 
mixture of guesswf)rk and outdated 
1949 BMB data, most are anxious to 
know the present size of radio and tele- 
\ ision. and their effe< ts on each other. 
The rose-tinted outlook is clouded con- 
siderably, however, by a problem which 
the industry has yet to sohe. 

In the realm of |)rinted media, one 
organization — Audit Bureau of Circu- 
lation- -serves as the ollicial oracle of 



newspaper and magazine circulation. 
Nobod} disputes ABC figures any 
more than the average American ques- 
tions his bank statement. But in the 
realm of broadcast co\ erage measure- 
ment, where recently nobody wa? 
counting the noses, there are now two 
firms doing just that. Already there i^ 
indication that the\ won't be in agree- 
ment, and already there is confusion. 

Both of the firms are big. and both 
of them are honest. Each of them will 
be spending about the same amount- 
in the neighborhood of $750,000 — to 
measure aj>j)ro\'imately the same tiling 
this vear. Ihe first is \ielseii Cover- 
age Service, offshoot of giant A. C. 
Xielsen Co.. the world's largest market- 
ing research organization and a famil- 
iar name to rating-minded air adver- 
tisers. The other is Standard Audit 
and Measurement Service, an offshoot 
(Pleaae turn to pa^e 90 I 



What SAM and NCS station reports will contain 




-Total COMPOSITION OF TOTAL WEEKLY AUDIENCE 
1952 Weekly 6 or 7 . 3 or more 

Radio Audiences Days or Nights Days or Nights 

i Families Families % t Families % Families % 







UmiH COVERAGE SEHYICE 




Dr. Ken Balcer heads up SAM, uses BMB-fype mail ballofs to check Art Nielsen's personal-interview surveys show U.S. 98% radio-saturated 

How SAM and NCS coverage services compare 



SAM 



Survey tnethod: Audience circulation of air outlets is checked 
in some 3,100 U.S. counties. National "quota sample" Is used. Data 
are gathered through some 670,000 mail ballots, in technique similar 
to 1949 BMB study. Personal interviews are not used. Repeat mail- 
ings of ballots are made until at least 40% have answered. No cross- 
checks are made on circulation data on basis of rating information. 

RaitlO'TV homi' base: Total U.S. homes are based on county- 
by-county estimates of Sales Management. Radio and/or TV homes 
are derived by measuring county percentages of broadcast receiver 
homes in 1950 census against 1952 Sales Management county homes. 



Biadio-TV ilata: Are measured on the same yardstick to show 
relative coverage of radio and video outlets, in terms of circulation 
of subscribing stations (around 400). Agencies will not be given data 
on non-subscribers, although subscribing air outlets can buy infor- 
mation on competing non-suscrlbers, may pass It along to agencies. 

Costs to aqencies: Since costs of SAM survey are borne pri- 
marily by stations, one set of 400 SAM station reports will be sent to 
agencies for free. Special tabulation work, area studies, are avail- 
able at nominal cost. SAM costs to agencies will go down as more 
stations subscribe; area reports may be free when list hits 600. 

Primary toots: Agencies using SAM will employ as basic time- 
buying tool the for-free SAM station reports. Instead of area reports. 
No data on out-of-home, multiple-set listening/viewing is shown in 
these reports, qualitative factors are not reported. SAM data is 
very similar to 1949 BMB data that has been used by agencies. 



NCS 



Snrvon mviSiod: Audience clrcalation of air outlets is checked 
in 1,500 "NCS Areas." Counties over 10,000 pop. are separate; the 
smaller ones are "clustered." Sample homes were decided on area 
probability system, based on U.S. Census. Data gathered through 
over 90,000 personal interviews, some mail ballots. Audience mem- 
ory factors compensated by controls based on NRI-NTI Audimeters. 

RaiUo-TV home hnso: Total U.S. homes are based on county- 
by-county estimates of Sales Management. Radio and/or TV homes 
are derived from NCS area probability sample measured against SM 
total homes, to reflect 1952 growth. U.S. Census cooperated. 

Kodio-Tl' data: Are measured on the same yardstick to show 
relative coverage of radio and video outlets. Some data on non-sub- 
scriber stations appears In NCS Area Reports, more is available at 
extra cost. Circulation of both radio and TV stations are in Area Re- 
ports. Subscription is set up In two grades: "Basic," "Comprehensive." 

Costs to affeticies: NCS prices are determined on sliding scale 
of discounts. For "Comprehensive" U.S. Area Reports (48 states) 
price to agencies/advertisers is $6,000 less discounts based on 
air spending etc. plus more for extra services. Median price to 
average-sized agency should be around $3,000, less to stations. 

I*rillJOr}/ tools: Agencies using NCS will probably employ as 
their basic tool NCS's U.S. Area Reports ("Comprehensive") in buy- 
ing spot radio or TV time. Data on out-of-home listening and viewing 
is shown In NCS Station Reports, which agencies will also use. Addi- 
tional data on audience characteristics, etc., can be had at extra cost. 
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taffee- «f Coff«ei 



Video-Cast 



Aniniaied vommerciah can he i>roduce(l 
tor as little as $250 for three minutes with 
new technique of New York's Howell- 
Rogin Studios. Widely used in rereiit 
iSBC TV convention coverage, trick 
involves projection of "live" drawings on 
black cellophane to TV cameras 




Tfs (jost-cHttiiig gail|ets 

Can they solve a program or commercial production problem for you' 



The "Wek'oine' 
I nailed to the door todaj 

at TV networks f(jr the 
man who can invent a better gadget or 
process for culling TV program costs. 
That's because major TV advertisers 
today, glumly watching video costs 
going llirougb the roof, are now guard- 
ing their T\ dollars the way settlers 
counted bullets during an Apache raid. 

And, tlie TV webs are getting results. 
From million dollar laboratories, and 
from the lunch-table doodles of admen 
are coming a stream of ele<'tronic and 
mechanical de\ ices for TV that have 
one j)urpf)se in common: to save the 
spf>nsor"s money. Hy judicious use of 
this new crop of postwar gadgets, alert 
|)roducers can today bring in the aver- 
age TV show at last year's prices, de- 
s|»ite upward trends in talent and union 
s<:ales. In some cases show costs can 
even be lowered. 

Sometimes, these money -sa\'ing gad- 
gets are merely some form of c<immon 
ol)je<'l with an ingenious T\'^ twist, 
lake CBS TV's rain-making gadget as 
an example. Not long ago. Fred War- 
ing let it be known that he wanted to 
do a pr<)du<ti<)n number on 1 \ of 
■'.Ringing in the Kain" c(>in|»lete with 
rain. I)ollar-<f)nscions eyebrows at 



36 



General Ele<'tric, Waring's sponsor, 
went up. Visions of elaborate Holly- 
wood-type sprinkler systems. Niagaras 
of piped-in water, vast run-off tanks 
and flooded studios danced expensive- 
ly before the eyes of GE's admen. 

Paul Wittlig, director of CBS TV's 
New Effects Development section, 
tackled the problem with the Waring 
staff. Wittlig. who has come up with 
man) a similar money-saver that's now 
a standard item in TV production, soon 
had the answer. It was simple enough: 
a motor-driven, rotating drum which 
was covered with black, sparkling eni- 
er\ cloth. 

With the drum spimiing at a certain 
speed before a camera. TV s^'reens 
showed a realistic rain effect. Later, 
superimposed over Waring's dancing 
ensemble and chorus, few viewers (jues- 
tioned the aulhenti< it) of "Singing's" 



rain. For a clincher, when the ensem- 
ble danced past a fountain, an off- 
camera prop man sprinkled a few hand- 
fuls of rice into the pool as the scene 
faded out. Result: critical huzzalis for 
the movie-like effects. Cost of rain ef- 
fect: practically nothing. 

Not all of the new money-sa\'ers in 
T\ production are Kui)e Goldberg gad- 
gets. Some of them are intricate sys- 
tems of standardization, or assembly- 
line methods for producing the neces- 
sities of TV programing. Like Napo- 
leon's famous law code, the) are de- 
signed primarily to tie a lot of small 
operations under one big roof in order 
to save time and money for all con- 
cerned. 

The major TV webs, for instance, 
are now working toward the day when 
almost ail) kind of T\'^ scenery can be 
put together from standard, iiiter- 
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Superimposition 

Device known as Electronic Matting 
Ainpli/ier gives low-cost trick optical 
effetts in commercials. Electronic 
"hole" is (lit in one scene: image from 
another camera is inserted in "hole" 






TelePrompTer 

Sponsors' fears that actors, annouiirers 
may forget TV lines and ruin expensive 
show are licked with Telel'rompTer, seen 
in use at left. Setup of movable "readers" 
uboi'e unwinds giant TV script like 
]>iano roll out of camera range during 
show, rents for $30 an hour minimum 



changeable parts. In TV's early days, 
one show's art director would snootily- 
refuse to use material originally de- 
signed h) another. Today, putting a 
set together is fast becoming no more 
difficult than building a model draw- 
bridge from an Erector set. 

By investing in storage space, net- 
works have been able to build up ever- 
growing "libraries" of everything from 
scenery and props to costumes and film 
clips. These are saving sponsors hun- 
dreds of dollars each week, and arc 
breaking the stranglehold of outside 
suppliers who could charge what they 
liked because studios needed them. 

Another battlefroiit of the war 
against rising TV production costs is 
being fought in the area of pre-plan- 
ning. This is the realm of the calcu- 
lated guess, where TV knowledge ac- 
quired painfully by trial-aiid-error 
methods is being put to work before a 
show even goes into rehearsal. 

Writers are now briefed in advance, 
to avoid things like mob sequences, im- 
possibly quick costume changes and 
over-elaborate sets. Conferences be- 
tween agency men, clients and film pro- 
ducers are ch^aring away many obsta- 
cles which could later result in high 



costs, wounded egos and expensive re- 
shooting. Story boards are being used 
increasingly as a means of visualizing 
both film and live T\ effects, and as a 
means of cutting down expensive cam- 
era rehearsal until "the right shot"' is 
found. 

Many of these and other develop- 
ments are already familiar to TV-wise 
clients and agencies. However, in its 
investigation of the problem of TV 
program cost reduction. SPONSOR 
turned up four items which are worth) 
of detailed treatment. All four are in 
the class of being simon-pure gadgets. 
They include: the TelePromTer, Vid- 
eo-Cast, rear-view projection and tin* 
electronic matting amplifier. 

This quartet of devices is niore-or- 
less familiar to admen, but SPONSOR 
feels that several recent improvements 
in most of them necessitates a review 
of their functions. On the following 
pages therefore. SPONSOR presents cap- 
suled profiles of these TV money-savers 
which Tnay aid admen to decide just 
how they fit into fall TV plans. 

TelePrompTer 

A moving scroll with script lines on 
it, this device is an outgrowth of the 



"prompter's box" familiar to opera- 
goers. Patented by an independent con- 
cern, TelePrompTer Corporation, the 
machines are rented out for a fee of 
$30 an hour (four hours minimum) 
and are already becoming a low-cost 
insurance policy to many a TV adver- 
tiser against air "fluffs." 

TelePrompTer's "Class A" batterv 
consists of four reader units, a master 
control panel, a monitor and an oper- 
ator. It provides a sponsor's show ca?t 
with an entire TV script typed in jum- 
bo letters readable at a distance of up 
to 25 feet. Tests have shown that home 
viewers cannot tell when an a< tor or 
speaker is sneaking a look at the device 
to prompt himself or to watch for cues. 

The Telel*rompTer. appropriateK 
enough, is the brainchild of Broadv\a\ 
actor Fred Barton, who soon saw the 
problems of memorizing TV liiies in a 
hurry. Basically, the TelePrompTer 
consists of a set of rollers, housed in a 
portable cabinet, on which a roll of 
paper carrying the script is rotated at 
a controlled speed. The machines are 
placed at various positions on the 
stage, out of camera range but easily 
readable by the actors. Through a rc- 

{ Please turn to page 60 I 



Rear-view projection 

Standard Hollywood trick of haring 
actor perform daredevil stunts before 
rear-projected film clips has been 
perfected for TV through new lighting. 
Costs are low but realism is high 
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Tfieir aetion in Chicago 
touched off spccnUitiou about spot radio 





As soon as CBS, followed by NBC, reduced rates, admen started ask- 
ing what would happen to spot. Shown at historic Chicago "rate-cut" 



meeting are (1. to r.) Adrian Murphy, pres. CBS Radio; John Fetier, 
meeting chairman; Frank Stanton, CBS pres.; Richard Salant, CBS v. p. 



spot radio rates k ciitf 

Few slatioiiK will cliaii^e rate enrcis fullowiiag' net recliietioii, survey shows 





\\ illi iiptwoik rates now 
(Idwii, will national spot rales 



soon 



foil. 



1 hat's a (|uestion admen have l)een 
asking e\ er siiw e CBS and \BC an- 
nounced new discount structures re- 
sulting in nightlime cuts of an average 
of 2.5', for CliS and of 23 to 30'/( lor 
M>C. To get the answer, SPONSOK sur- 
\e)ed stations and their national rep- 
resentali\ cs as well as tiniel)U\ers ask- 
ing what they thought \v(juld liappeii 
now to national s|)Ot rates. In suni- 
niar), here's the outlook as the sellers 
of radio lime see it : 

1. There will he no countrywide 
pattern for elutnges in national spot 
rates or discounts. While tlic network 
reductions were made a<rording to one 



formula appl)ing to all affiliates, any 
national spot changes — up or down — 
will be based on individual oireuni- 
slances. 

2. A few stations which had been 
recnaluating their rate structures long 
1 efore the network (njts were made of- 
ficial will probably reduce nighttime 
spot lates within the next few weeks. 
Man) other stations, though e\entuaH) 
likel) to cnt their e\ening rates, will 
take |)lent\ of time before the\ make a 
n'.ovc. 

3. The fact that national spot busi- 
iics.-i is booming now for many stations 
will tend to stiffen resistance to agenc)- 
ad\erti;cr suggestions that now is the 
time to cut national spot rates "in light 
of the netw ork cuts." 



4. Many stations will raise rates for 
morning time, where business is lioom- 
ing, when they get around to reduc- 
ing nighttime rates. But simultaneous 
adjustments for day vs. night arc by 
no means inevitable at all stations. 
Some will raise mornings without re- 
ducing iiighllinie and v ice \ ersa. 

.S. E\entuall), perhaps within a 
\ear, there will be a nrajor trend to- 
ward the single rate for da) and night, 
as T\' spieads and more statioirs re- 
duce night rates. 

6. A return to rate-card selling, long 
hoped for b) both l)U)crs and sellers 
of time, is the likely outconrc of the 
current round of ree\aluation and rale 
lowering at stations. I>\ next fall, mam 
feel, deals will be a rarit\ . 
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Rate leevaluation will pick up speed 
within a few weeks when Standard 
Audit and Measurement (SAM) and 
Nielsen Coverage Service (XCS) issue 
complete reports to stations and agen- 
cies. With the first county-by-count) 
coverage nieasureincnts in three years 
in front of them, stations will be in a 
position to make logically based rate 
card de<'isions. (See story page 34 for 
full description of what SAM and x\CS 
will measure and how.) 

Another factor which may accelerate 
rate reevaluation is the seasonal slump 
in spot business which usually follows 
Christmas. Spot business is better now 
than some stations have seen it in years 
and breaking monthly business records 
for others. But after the fall drug and 
other seasonal spending levels of?, and 
following the Christmas rush, station 
managcnienl will be moie inclined to 
take a look at the rate card. In the 
long run you can count on supply and 
demand to set prices for radio time as 
much as for any other connnodity. 

Some client advertising executives 
have expressed the opinion to their 
agencies that national spot radio rates 
would decrease "automatically" be- 
cause the networks had made their 
cuts. But agency buyers uere quick to 
report that national spot and network 
radio had to be viewed as comjilctely 
separate media. "If magazines cut 
their rates," said one buyer, "would 
newspapers have to as well? It would 
all depend on a newspaper's competi- 
tive situation and that, of course, is the 



way you have to look at spot radio.' 

In general, tiniebnyers (pjeried by 
Si'O.NSOK fell even more certain than 
radio representatives that no innnedi- 
atc wave of rate reduction was innui- 
nent. Unlike the situation which pre- 
xailcd shortlv after the first network 
rate cut in 1951. the present reduction 
has not as vet touched oft a round of 
letters from agencies rerpiesttng na- 
tional spot rate adjustments. Though 
stations anticipate pressure from ma- 
jor spot clients, it appears that agencies 
will wait to see what the stations do in 
the next six months before making seri- 
ous overtures. 

Re<'ause the network rate cuts were 
in the form of changes in the discount 
structure, you might wonder whether 
the stations will also use this technique 
in cutting rates. If they do, time buy - 
ing xvill be tougher. Estimators will 
spend long hours with the rate cards, 
reading the fine print, and wearing 
down slide rules to dope out what a 
schedule will cost. For that reason yon 
can liet reps will take a dim view of the 
discount route to rate reducliott and 
put plenty of pressure on their stations 
to stay away from it. 1 hey want to 
make buying spot easiei'. not more 
conq^lex. 

However, some stations may try the 
discount approach if it s maiidy pres- 
sure from the major advertisers they 
have to bow to. They'll reason this 
way : We have to cut to hold the big 
boy s but meanw bile medium-sized and 
small advertisers are less of a problem. 



Why not >lant the di^» ouiit> to en< (jui 
age the heax y spenders and maybe 
stinnilate more .')2-week business in tlie 
process? 

To give you an idea of bow both 
buyers and sellers look at the rate situ- 
ation, here's a cros*-section ol quoted 
opinion. These are fiank statements 
because they were made to si*t)Nsoi{ 
with the nnderstanding that neither 
those quoted nor their organizations 
would be identified. You can get an 
i<lea of what segment of the indu^try 
these xarious spokesmen represent 
from the generalized identification pro- 
vided here. Reps being closer to pric- 
ing strategy than the buyers are quoted 
first. 

Sales executive of rep firm in middle 
ranks: "WVve been analysing the situ- 
ation for our stations ami have made 
recommendations. N^ow we're waiting 
for each of the >tations to make a de- 
cision. W hat we're concerned about is 
that the cost jicr unit of time in some 
of our markets is liable to be out of 
line uith what the same unit of time 
costs on a network liasis. In other 
words if they can get a balf hour on 
the network for too nmch less than 
what it costs as a spot program, the 
stations will have to come down in 
their sj)ol rate. 

"We hope that a lot of the stations 
reduce their nighttime rates within this 
coming year so as to help turn the 
thinking of advertisers in that direc- 
tion. If just a few stations here and 
[I'lecse turn to page 93 I 



Here are questions tidnteu have 

been ashittg about natioufit spot rates 



Will a lot of stations soon cut 
tlieir national spot rates? 



In what kind of pattern will cuts 
be made? 



Are deals on tlie way out as a 
result of rate reevaluation? 



Is tlie single rate for day and niglit 
time coming soon? 



A, 



•A. 



A. 



These are the ausivers, based ott 
a SPOISSOK survey antotuf sellers 

No. There will be a feiv stations reducing rates, hut no 
flurry. IFitliin tlie next six months, however, 
many stations ivill he i educing night rates 
and/ or raising the price for mornings. 

Rate changes won't be on a formula basis as was 
the case with the networks. Each station will decide 
what to do on the basis of competition. 
You'll hear of raises as well as cuts. 

Yes. Pressure is building up in all segments of the 
industry to squeeze out the under-the-counter 
tactics. Stations are now reevaluating their rate 
cards with the hope of attaining stability. 

Yes. Within a year, many believe, there will be a 
major swing toward this pricing system. Many 
stations have already adopted it and their ranks will 
grow as niglittime rates are brought down. 
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He can't twirl an Indian cinb or swallow 
a sword. But Mr. D. has talent, no doubt 
about it... a wide variety of local live 
talent in seven of your most important 
television markets. 

Put him to work on your TV campaign, 
and you'll get a personality or a show 
which will assure you of making the 
right impressions. (And plenty of them!) 

For the people on his list belong to the 
local scene. They talk the local language. 

And, because our Mr. D. represents the 
best station in each of his seven markets, 
they are the best— and the most popular— 
people in town. 

It's easy to see why far more advertisers 
than ever before are choosing our Mr. D.'s 
local live availabilities. 

Mr. D. Would be happy to show you his 
east. Even more happy to east you a show. 
Just ask him for more details. 

CBS TELEVISION SPOT SALES 

Representing WCBS TV, New York ; WCAU-TV. Philadelphia ; 
WTOP TV. Washington ; WBTV, Charlotte ; U AFM-TV, Birmingham ; 

KSL-TV, Salt Lake Cilv; and KNXT. Los Angeles. 



* 



•.Ur. fTilham If. Davts of Chicago, or Messrs. Thomas 
H. Dawson or Sam Cook Digges oJ A^u York. Or, just 
Oi easily, our Messrs. A. through Z.. 



HOTEL ROOMS 



HOUSES 



nPONSOR : Hotel Bader .\(;EiNC\ : Direct 

CAFSI LE CASE [[ISTORY: This hotel in'lh 85 rooms 
had a miniimnn of 15 rooms unrenled. In an (itlernpl to 
fill these vacancies, the client bought participations on the 
Abe Lyinan Show. After one announcement daily for 19 
days Bader had achieved 100' ^ rental for the summer. 
Figuring two people per room at a neekly minimum of 
S60 this represented a $9,000 gross increase for a 10- 
iceek season from a $215 radio campaign. 

WLIB. New York PROt;R\M: Abe Lyman Show 



SPONSOR: .Mercury Building Co. AGENCY: Direct 

CAP'^ULE CASE HISTORY: This firm huih, as a trial, 
several houses in. the $8,000 class and offered them to 
iMtin Americans. The medium : Spanish language an- 
nouncements. After two weeks, they had sold houses for 
a total of $40,000. The firm now also has such a large 
prospect list that they're contemplating a SOOdiome proj- 
ect also for a Latin American clientele. Announcements 
cost: $167, or less than one-half of 1% of gross sales. 



KCOR, San Antonio 



PROGRA.M: Announcements 




Iresults 



RESTAURANT 



RUG CATALOG 



SPINSOR: Olson Rug Co. AGENCY: Direct 

CAPSULE CASE HISTORY: Olson wanted to obtain in- 
quiries for its rug catalog at a cost not to exceed 75^ per 
request. With the catalogs in listeners' homes Olson 
hoped to stimulate rug sales, draw attention and brand 
remembrance to its lines. A four-week campaign of par- 
ticipations was scheduled on two long-established home- 
maker shows. Response was so great [thousands of re- 
quests) that the schedule was lengthened to 12 weeks. 
Cost-per-catalog request: under 53?*. 



KMA, Shenandoali, Iowa 



PROGRAM: Kitchen Klinik; 

Homemaker's Visit 



FISH 



SPONSOR: Al Mastro Spaghetti Ihni^e AGENCY': Direct 

CAPSULE CASE HISTORY: A year and a half ago this 
popular restaurant bought two announcements weekly on 
the Bill Gordon Shov\ to plug its delicacies. Cost: $31 
weekly. Now, the owner reports, business is up 300%, 
or thousands of dollars, with radio the sole advertising 
medium during this Ifl-month period. Business is still 
growing as a result of the $31 WUK expenditure. 



WllK. Clevrlaud 



PROGRAM: Bill Gordon Show 



GARAGES 



SPONSOR: Arioto's Fish Market AGENCY: Direct 

CAPSULE CASE HISTORY: Announcements beginning 
at 4:00 p.m. Saturday advertised fresh tuna at Arioto's. 
By Sunday the campaign sold 8,000 pounds of fish. On 
Monday Arioto's received another 8,000 pound shipment. 
Arioto's aired announcements again beginning at 10:00 
f.m. ami bv evening they were sold out. Total sales, all 
retail, reached nearly $5,000. Radio cost: $123.40. 



KYNO, Fresno 



PROGRAM: Announcements 



STRAWBERRIES 



SPONSOR: Real Estate Marl AGENCY: Direct 

CAPSLLK C\SK lllSTOin : This real estate agency had 
custom built gaiages for sale for $700 j)er garage. To 
advertise this buy. the organization contracted for two 
annoii nceiiirnts daily for ] \ days at about $6.50 per un- 
rioiuuemcnt. Within those two weeks 37 of the cushoni 
built garages were sold. Gross sales were $25,900 as a 
direct result of Real Estate's announcement campaign 
costing well under $200 and orders are still corning. 



SPONSOR: Green Lantern Fruit Stand 



AGENCY: Direct 



C\PSULE CASE HISTORY: This produce dealer was in- 
terested in reaching the general shopping audience. As 
a test, he bought seven announcements, one a day, plug- 
ging the sale of strawberries. Announcement cost: $34.30. 
'ifler the sei'cn announcements were aired. Green Lan- 
tern reported it sold an entire carload lot of straw- 
berries. Further, many prospective purchasers had to be 
turned away because of the sell-out worth $1,200. 



KOOK, itilling-. \l(.iti. 



PK()(;i? \ M: Announcements 



WINH. Binghainton, N. Y 



PROGItAM: Announcements 



THERE'S ONLY ONE MAYBE 
IN THIS MERCHANDISING PLAN! 




KRSC guarantees counter displays, window displays, full mer- 
chandising promofion by key drug outlets doing over 50% of 
all retail drug sales in the big Seattle market. 

The KRSC SPOTLITE drug merchandising plan really gets results. Your spot 
schedule on KRSC sells all the big Seattle market, gives you greatest 
impact per dollar, lowest cost per listener. KRSC builds buyer 
demand right now. And you can make that demand pay off 
even better when you take advantage of KRSC bonus 
SPOTLITE merchandising. 

NO MAYBE HERE! We operate on signed con- 
tractual agreements with key drug outlets. 
Our trained merchandising staff calls on 
every store, installs your point-of- 
sale material and arranges for full 
support of your sales effort. 
It's another KRSC exclusive 
— at no extra cost. 




HERE'S THE MAYBE='= 



Maybe your product can get in this bright SPOTLITE 
picture, which is limited to ten non-competitive 
drug store items. Only one opening currently. 
^-^for full information call or wire Bill Simpson, 
*^kRSC National Sales, or our nearest representative — 

EAST: Ceo. W. Clark, Inc. 

LOS ANGELES: Lee F. O'Connell 

SAN FRANCISCO: Western Radio Sales 



And KRSC SALEMAKER makes the 
picture brighter yet! This potent 
saturation spot plan gives you 
terrific all day impact to sell 
Seattle faster, cheaper. 
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sells ALL the big Seattle market 
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piekoci paiiol 
aiiswors 
^Ir. Strolic^ii 

\l) iiuiiipdiate re- 
aclioii t(j tlial 
fjucstion is to ask 
another, (laii il 
lie j)()ssil)le that 
in 1952 tli(!re i« 
a n \ u n e vv li o 
doubts it? And 
vshen \ou tapj)ed 
a guy who has 
Mr.Rogow occupied 
with radio adver- 
tising exclusively for 20 )ears (plus 
the coMihination of rarlio and TV for 
five )ears more) to answer it. yon 
must have known what to expect. Of 
course il can. From the late 20's 
through the depression 3()'s and the 
war-torn 4()"s right on up to the pres- 
ent day, advertising history will fur- 
nish enough examples of highly suc- 
cessful campaigns to convince a regi- 
ment of skeptics that spot radio alone 
has done, and can be expected to do 
for a good many years to come, an 
effe<>tive job in increasing sales for a 
national advertiser. 

Unfortniiately, there is no universal 
fornnila for the su<:cessful campaign, 
and it is no more than fair to add that 
the flops outnumber the successes by a 
wide margin. What makes a perfect 
sei-uj) for advertiser "A" in a given 
market with a budget that's economi- 
call) sound, ma} not get advertiser 
"B " to first base in that same market. 

The iron) of it is, that all too often, 
"15" could ha\e reached his goal with 
a different [)rograni choice for even 





Can spot ntilup ulone he fin effective ciclrerlisiiig 
iustrumeitt for ci ticflioiifff mivertiser? 



William D. Stroben 



Advertising, Sales Promotion Manager 

Radio & Television Division 

Sylvania Electric Products, Inc., Buffalo 



less than the other's outla) . Some of 
the failures that have been chalked uj) 
result from using a pea-shooter budget 
instead of a heavy gun in a highly com- 
|)etitive. important market. In certain 
cases it pa\s to forget the normal ratio 
of advertising cost to sales, and make a 
capital investment to achieve your ob- 
jective. After all, wben you have seen 
spot radio alone carry an unknown 
j)roduct in one of our largest markets 
to second place in its field in less than 
one year's time, can doubt remain? 

And where all the ingredients of a 
campaign are right, the successful ac- 
fomplishmeiits of yesterday will be du- 
plicated for a good many tomorrows. 

William Kogou 
President 
!^eff-Ro^ow, Inc. 
I\^ew York 



There is no doubt 
in my mind th.Tt 
spot radio can 
compare or ex- 
ceed in effective- 
ness that of any 
other advertising 
medium. In my 
opinion tme of 
the most impor- 
tant factors in its 
behalf is that 
spot advertising gives the buyt^r spe- 
cifics selection f)f the choicest of mar- 
kets, resulting in maximum productiv- 
ity for each dollar spent. In network 
advertising where the buyer camiot ex- 
ercise complete <'ontrol over the statit)n 
lineup, the same results cannot be ex- 
jjcctcd. 

To a large degree s|>ot radio can be 
regarflerl as a much more ac<Hirate 




Miss Zogheb 



measuring rofl for research purposes 
than network radio. Secondly, on a 
spot basis it is possible to saturate 
market more easih', and less expen- 
sively, but the procedure is slower and 
more detailed. Rased on pre-estab- 
lished lime patterns there is little dif- 
ficult) in determining a spot schedule 
in a given city with on\\ a negligible 
amount of time spent in the clearance 
of same and at a lower, more effective 
dollar budget. For the most part, 1 
think these ct)ncepts will hold true 
primarily where an advertiser has only 
limited distribution, and is directly in- 
terested in having his campaign de- 
signed to tap only certain areas and 
certain audiences. 

Where distribution is not considered 
a problem and the product bas general 
mass appeal, I would revise my think- 
ing somewhat. Providing you have 
overcome these barriers, it is a sim- 
pler operation, logistically speaking, to 
buy network schedules, and from my 
particular standpoint a little easier ':o 
control the mechanics of the opera- 
tion. I would like to point out, 
though, that I have seen spot radio 
produce such overwhelming results 
that when compared to network, were 
found almost incredible. Yet, here 
again, certain situations prevailed. 
Therefore, because of endless varia- 
bles, voicing an opinion on such a 
tpiestion can very rarely be a definitely 
pt)sitive or negative one. Certain sit- 
uation? pertinent to an account would 
be the determining factors as to wheth- 
er spot radio could be fully effective. 

LiLLIAxN ZOGIIKB 

Radio & TV Timebuyrr 
Iluber Hoge & Sons 
Xew York' 
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Mr. Flanagan 



iiol at all as acacl- 
emif as it nia\ 
souiul. Long he- 
foie radio was 
such an adequate 
mass nicfliuni, the 
principle of con- 
centration in (MIC 
riass of media 
well adapted to 
the product had 
been j)roved over and over again. One 
of the best earl) examples for a mod- 
ern product was Camels' full showing 
of 24-sheets year after year, in the 
I920's. starting at a cost oi li^a.OOO.OOO 
a year. 

But radio is now the largest mass 
medium by far that advertisers have 
ever had at their command. It is still 
growing in number of radio broadcast- 
ing stations, in numl)er of sets, in total 
hours of listennig. in number of fam- 
ilies owning sets, in secondary sets, in 
auto sets, in portable sets, even in the 
number of hours on the air. 

Spot radio boasts success stories in 
many fields of consumer products and 
services. The most dramatic of these 
stories are the ones where this medium, 
used countrywide and year 'round, and 
the only medium, successfully launched 
products and built them into large vol- 
ume and leadership in their fields. 

No one could consider this question 
without evaluating the effect of televi- 
sion on radio listening. Television 
must be rated a powerful medium. At 
this moment, it is predominantly ur- 
ban, spott) , high cost, its homes of 
above average income. Soon, however, 
its geographical coverage will approach 
that of radio. But far from diminish- 
ing the strength of radio, it is increas- 
ingly apparent that it merely changes 
the time and place of radio listening. 
If this were not true, what would ac- 
count for the large increase (13%) in 
spot radio time sales in 1951. a televi- 
sion year, and the current 1952 ruddy 
glow of health in the spot radio fig- 
ures? 

It would be too nmch to assert that 
spot radio will for all products and 
services exclusively encompass all me- 
dia needs. But it has done that suc- 
cessfully, and is now for man) adver- 
tisers doing it. 

T. F. Flanagan 
Managing Director 
NARTSR 
New York 



m left ^ . ^ 
hook is good 





ONE-TWO 
does the 
trick 



to sell Memphis 

you need Both 




— to give you the selling punch 
in this two billion dollar market 



owned and operated by the Commercial Appeal 
National Representatives - The Branham Company 
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™d now a message horn ouisjgi 



pounding this philosophy — espe- 
cially lo those techni(jue-liappy TV 
v\ liters and art-happy film folk we 
run into daily in this new era of 
that ohl trade — advertising! 



l)Y Bob Foreman 



commercial reviews 



A,. 



the succeed irrg years shorten 
niy temper and lengthen my fits of 
depression. I seem to devote more 
and more time fretting over the 
great waste that is so clearly ap- 
parent in the profession of adver- 
tising. 

Each j)age of the newspapers we 
lead, each sentence of tlie (diain- 
hreaks we hear bear mute or bla- 
tant testimony to tliis. rej)lele as 
they are with bad advertisements, 
poorly thought out adverti.^emenls. 
advertisements built upon impossi- 
ble theme? or no theme at all, ad- 
vertisements chockfnll of ciyptie 
(;opy designed to lure where there 
is no allure, conclied in ap[)eals of 
little consetpience. based upon no 
desire ever- found in the minds or 
emotions of the beings to whom 
they are supposedly addressed, 
casual ads on tense subjects, self- 
conscious ads. ads that are mere 
reOeetions of the advertiser's ego. 

Daily we witness such works of 
wa?le as the>e and we can onlv 
wonder what, if anything, our busi- 
ness is coming lo. Hut this is the 
old complaint, T am sure. 

When in such a darkling mood, 
it is doubly refreshing for me to 
sit myself on the conumiling train 
beside a particular friend wlio is 
employed by one oi our country's 
'diard hitting" agencies. This chap 
[■^ completely iiniiiersed in his 
shop's copy nii'lhods and practices, 
as everyone diere rrrusl be. .\s Ik^ 
joins me in pciii-ing the daily 
n(!wspaj)er, folded from lop lo bot- 
tom, togellier we malign the folk»; 
and die agciKMCs vvho have {lerpe- 
t rated Uie .ids we hold before ns. 
With the Westport to New York 
rim more than an hour in length 
and two \cw York nevvspa])erp 
coiilainiiig ,-(» much upon which we 



can spit our venom, this is a ino.-l 
enjoyable \'oyage. 

However, there is one it(;ui of 
cncourageiucnt on which 1 can al- 
ways count. Before we reach I25th 
Street in .\ew ^ ork City, iiiy fel- 
low tra\eler is sure to ?et forth die 
theories of good advertising as 
{)ractiee(l by his agency — an ap- 
proach which has made this com- 
pany immensely successful. Trans- 
lated from my companion's deep 
Southern accent and segregated 
from the irrelevant noises of the 
New Haven Railroad's coaches, the 
credo goes something like this: 

P'irst you find the big reason- 
why. That's not easy. Best source, 
of course, is within your product 
itself. You're^ way ahead if it's an 
exclusive, an advantage, a basic 
difTereiice. If not. you find it in 
your market — or you coin it. But 
once you've got the approach, 
you sweat to express it-- -simply, 
c()iicip<dy. dramatically. Simply 
enough for all to understand it. 
(Concisely enough io have it fit 
your headline or lead-in. Drainal- 
i(Uilly enough to have it heeded and 
remembered. 

Now comes the big secret, 
though. Once you've got it, broth- 
er, you ride it. Leave it alone — 
not just for months but for years. 
Don't change it every time an ad 
manager grumbles or a copy cub 
has a bl ight new thought or when 
von move from .-pace to TV. Leave 
it be! 

It's diHicult enough to get a sin- 
gle idea across to an iiidilTerent 
public, but four times as dillicnlt 
to get two across. I'urtlicrmorc, 
since good ideas arc bard to come 
by, oiicc you've got one, hi it ride! 

To all this- -1 say "Amen!" 
Tlnne ought lo be more people ex- 



>ro\s()i{ : 



AGENCY : 
PROGUAM : 



TELEVISION 

Shadow Wave Home Perma- 
nent 

McCann-Erickson, N.Y.C. 
Participations 

Not being well versed in the differences 
between the various new home permanents, 
I'll still venture to say that the Shadow 
Wave approach to the market is both 
sound, advertisingwise, and convincing 
from the standpoint of how the medium 
of television is used to put a message over. 

In the first place, Barbara Britton is a 
really attractive gal, well filmed, and she 
delivers a message in a most convincing 
manner. In a first-person monologue, she 
related how the product works which was 
followed by a tight close-up of Miss Brit- 
ton demonstrating the way to put the curl- 
ers in and brush on the whatever-you- 
brush-on — all forcefully presented, easily 
understood. No tricks, photographically 
speaking, are employed to dissipate the 
impact and sincerity of this straightfor- 
ward copy line until the sign-off where an 
effective optical serves to reiterate the basic 
advantages of the product — a superim- 
posed spelling out, in sync, of "No neu- 
tralizing, no rinsing, no timing." Which 
leads me to say — no b-etter way of doing 
this copy — at least as far as I can see. 



AGLNCV : 

i'i!0(;ii \M : 



Chevrolet 

Campbell-Ewald, Detroit 
Dinah Shore Show 



Dinah Shore's return from vacation not 
only brought back this terrific little lass to 
a sadly languishing medium but ushered 
in a nice, if not awfully hard hitting, set 
of Chewy commercials. 

On this particular stanza, Dinah showed 
some silent film of herself, husband, and 
daughter .shot on vacation while the voice- 
over commentary was delivered live by 
herself. At appropriate (that is, natural) 
points in the footage the Montgomery 
family and their friends climbed in and 
out of Chevrolets. 

Without so much as a pau.se for a sin- 
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<JUESTIOi\: 




Vhe FiBtniltj JFaur** present 
S KJVA T on Q iJA li 

In C;ini]Kii$»'n Interview nnnilic>r two: 



Senator, what in the world 
are you doing straddling that 
fence? 

I am not straddling this fence, 
sir, nor was I driven up on it. 
I simply climbed up here to do 
a little crowing about the way 
the Family Group of stations 
satisfy their more than five 
million listeners. Our audiences 
love our three R programming. 
The advertisers are delighted 
with our selling power. And 
the alert time buyer has no fear 
of introducing a bill which 
produces more results per 
dollar spent. 



*WEAS 

10,000 WATTS Aflanfa ■ Decaior, Ga. 

*KWEM 

1000 WATTS Wesi Memphis Ark. - Memphis, Tenr. 

*W J I V 

1000 WATTS Savannah, Ga. 

★ WGOV 

5000 WATTS Valdosfa, Ga. 





jJntxodiicLn^ , 

MR. W. 

flT| AVAILABLE 

HUK SEPT. 15^" 

TIME: 7:00 - 7:15 AM 
Monday thru Saturday 

Program Information 
. . . Mr. Click will Inter- 
view Agriculture Agents, 
Farmers ... he will give 
dally Market Reports on 
Crops and Livestock, as 
well as all available Farm 
Information to benefit 
the Farm and Family . . 
Radio WSAZ Covers the 
TrI-State . . . Kentucky, 
Ohio and West Virginia. 

# Radio Station WSAZ 
"The First Station of 
W. Va." operating on 
5,0 0 0 Watts, Covering 
29 Counties of the Tri- 
State Area. 



D. CLICK 



©AVAILABLE 
SEPT. 29^" 

TIME: 12:00 NOON 
Monday, Thursday, Friday 

Program Information 
. . . Interviews with Nati- 
onal and Local Farm 
Personalities . . . Farm 
Products of Local Nature 
will be Viewed by TV 
Audience . . . Farm Infor- 
mation, Stock and Grain 
Market Data, Gardening 
Procedure, will be Inte- 
grated in this New Farm 
Program. 

# WSAZ-TV . . . First 
and ONLY TV Sta- 

tlon in W. Va 'The 

World's Most Powerful 
Television Station" . . . 
Channel 3 1 00,000 Watts. 



MR. WILLIAM D, CLICK, widely Vnown in the Tri-State Area ai "Farmer 
Clicl." wat Cabell County agricultural agent for 22 yean and for nearly 38 
years served as a county agent in West Virginia. Mr. Click writes a column 
"HOWS YOUR GARDEN" for The Hunting-ton Herald-Dispatch in addition 
to his many other activities. The veteran county agent will conduct farm in- 
formation radio and television programs, as well as personal appearances, 
writing of farm letters, etc. For more information, call or write: L. H. Rogers, 
General Manager, WSAZ-TV, or Tom Gartin, Station Manager, Radio Sta- 
tion WSAZ, Huntington, West Virginia. 

.,./?40/o \ TELEVISION., 

WSAZ 

K]ll!)DaTOKl©'ir®K) mik. 



gle sentence of factory talk, Dinah regis- 
tered the fact that her family and their 
acquaintances were pretty well satisfied 
with their Chevrolets. 

A straight, but very short opening and 
closing added a wee bit more commercial- 
ism to the 15 minutes, but the bulk of it 
was endorsement, put and simple, from 
one of the most gracious, poised, and tal- 
ented gals ever to appear before a camera 
— TV, motion picture, or Brownie. 

SPONxJKs: Four itation-break sponsors 

(see names below) 
station: WPIX 

All four of these products — Philip Mor- 
ris, Biow Co., N. Y. C; Nob Hill Coffee, 
M. E. Harlan Adv., San Francisco; Buf- 
ferin. Young & Rubicam, N. Y. C; Bal- 
lantine Beer, J. Walter Thompson, N. Y. 
C. — sent their commercial messages out 
into the New York market within 60 sec- 
onds of each other, bearing out the fact 
that it's good to get in front of big league 
baseball — a prime TV attraction — but 
again raising the question of how many 
advertisers can actually be called adjacent 
to a feature (as each spot was sold, I'm 
sure) . The way the indep>endent stations 
sandwich commercials into the pre-game 
minutes of their baseball schedules would 
put a 42nd Street subway guard to shame. 

The four above-mentioned advertisers 
each got a lick in prior to Mickey Man- 
tle's first time up. Number one, Philip 
Morris, sponsoring a Joe DiMaggio inter- 
view program, had its closing commercial 
backed right up with a 20-second film for 
Nob Hill Coffee, followed by a station 
identification that attempted to extol Buf- 
ferin and mention that WPIX is the "sta- 
tion of champions," but before anyone 
could blink an eye, Ballantine's three rings 
were milling around at us to herald that 
the Yankees themselves were on camera. 

It seems that this is a plethora of copy 
ideas to exp>ect anyone to pay attention to, 
much less remember. * * 




Going to Hollywood? 
Want to see television 
production facilities that 
you have been dreaming 
about? 

, , , Just drop in on the 
new Telepix building . . . 



1515 N. Western Ave., Hollywood 
155 E. Ohio Street, Chicago 
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YES, IVMAQ is the Chicago Radio Station that Sells and Sells 

No matter what the product, more and more advertisers daily get new proof that 
Station WMAQ delivers sales. 

For example, DOWNTOWN NASH, a Chicago automobile agency, currently 
sponsors 75 minutes weekly on Station WMAQ and according to Mr. M. Barkas, 
president of Barlit Productions, Inc., the DOWNTOWN NASH advertising 
agency, the results have been more than satisfactory. In fact, he wrote: 

"We kttow that many, many people are hearing about DOWNTOWN NASH 
and their autotnobiles through . . . WMAQ. Comments from DOWNTOWN 
NASH customers prove that." 

Yes, SOME SPOTS ARE BETTER THAN OTHERS*/;? 




in Chicago and they're on WMAQ. A WMAQ 
or NBC Spot salesman has the details. 



Reprmsenteti by NBC Spot Sales 
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USA 



^C(U^Mf£0 BY STATIONS, AGENCIES 
AND SPONSORS AS THE 



I 




PERFORMING A GREAT PUBLIC SERVICE! TAKING LISTENERS 
I RIGHT INSIDE THE U. S. SENATE!! 




>ENATE!J 



TRANSCRIBED 
FOR LOCAL AND 
REGIONAL SPONSORS,] 







6. OHIO 






This SPONSOR department features capsuled reports of 
broadcast advertising, significance culled from all seg j 
ments of the industry. Contributions are welcomed. 

Local sponsor's prof/rciiii builils iuternational gooil will 



How a local sponsor can expand his 
program's influence far heyond the 
limits of its one-station listening area 
— even across to another continent — 
has heen demonstrated by a haker) 
coni|)any in California. 




Show got foreign plaudits, upped baker's sales 

Raker Roy Rakeries. Inc., sponsois 
a program on KFA(]. Los Angeles, 
called Viennese J aiiet\es (5:30 to 6:00 
p.m. daily). The show was dreamed 
up hy The Mayers Co.. Inc.. of Los 
Angeles, agency for Raker Roy. as a 
program that would fit the company's 
product, a Viennese pastry. It depicts 
Austrian habits, customs, dances, mu- 
sic and personalities via word pictures 
by narrator Uick Crawford and the 
records he plays. Members of the local 
Austrian colony in and around Los 
Angeles have rallied energetically 1.) 
help Crawford gather material and re- 
cordings for the program. 

He< ently, the program came to the 
attention of two Austrian officials in 
this country. They were highl) ini- 
|>ressefl. "This program is doing more 
to bring a true picture of the real Aus- 
tria to the American peoj)le than a 
million speeches." lauded Dr. Frederic k 
Waller, Austrian Consul-General for 
the Western half of the V. S. 

Lef) (iruenberg. (^onsidtant for the 



'\nstrian Society 
agreed 



for F 



So high was 



' oreign Trade. 
^ w ...p.. ..u^ his esteem for 
Viennese Varieties that whew he left 
for Austria a few weeks ago, he took 
with him a group of recorflings of the 



show to be played on the State Radio 
in that country. 

On his return trip to the U. S., 
Gruenberg. ac<'ording to KFAC, plans 
to bring back a wealth of material, 
both written and recorded, for pres- 
entation on the program. This ex- 
change of nmsie and ideas, in the opin- 
ion of both Waller and (Jruenberg. i; 
a strong good will builder between 
peo|)les of different countries. The 
sponsor, says the station, has received 
a good measure of praise for creat- 
ing such a program and boosted busi- 
ness as well. 

Happy at the international effective- 
ness of I'iennese Varieties are (photo. 
1. to r.) Philip Green, chairman of the 
board. Raker Roy Rakeries; Leo Gruen- 
berg; Dr. Frederick Waller: and Mil- 
ton Katz, general sales manager, Ra 
ker Roy. Account executive for Raker 
V*oy at The Mayers Co. is Mike Gold. 

★ ★ ★ 

Loyal elassies audience 
rallies to support FM 

The FM classical music audience '-i 
such a devoted one, it is even willing 
to pay to keep its highbrow fare on 
the air. Thai's what at least two FM 
stations, WFMT, Chicago and WWIN. 
Raltimore, have discovered. 

When WFMT appealed for funds to 
stay on the air laet December, $11,000 
in contributions })oured in from the 
station's small audience. Several vol- 
unteers even went out in search of 
sponsors. Now WFMT is operating in 
the black. The station specializes in 
serious music. 

If WFMT is a commercial success, 
it is so despite the restrictions it places 
on sponsorshi)). Sponsors cannot 
choose the selections to be played and 
cannot use attention-getting gimmicks. 
Commercials ar(^ linnted to one minute 
in length and a maximnm of 150 stn-- 
onds in any hour. In spite of these 
curbs, results are gooil: a connnercial 
for a diamond-tipped phonograph nee- 



die boosted the sponsor's sales 150%. 

WWIN, Raltimore, began broadcast- 
ing in 1948 as an FM station with a 
policy of serious music. When the sta- 
tion was granted its AM license not 
long ago, the classics were abandoned, 
for the most part, in favor of a sched- 
ule with greater mass appeal, 

In making this change, no one took 
into consideration the jilted good mu- 
sic listeners, who, it developed, had re- 
garded WWI\-FM as an "oasis." Im- 
mediately, the station was bombarded 
with letters and phone calls requesting 
a return to the original programing. 
These classical music enthusiasts indi- 
cated a willingness to patronize FM 
sponsors as a means of as.suring the 
permanence of the classics on the air. 
As a result, it was decided to resume 
the fine music policy. 

Recause of this experience, many ad- 
vertisers are now regarding their FM 
operation with renewed interest, says 
WWI\, which ma} presage new pos- 
sibilities for FM in the future. * * * 



KiVX (f.j. tapes plugs 
at poiut-of-sale 

Hawthorne, radio humorist on KN\. 
Hollywood, recently decided that the 
participating sponsors on his twice-a- 
day shows deserved some personalized 
attention. (Hawthorne's two KNX 
shows are a 1.5-minute stanza, Monda\ 
through Friday at 4:45 p.m., and a full 
hour every midnight. Monday through 
Saturday. I 

He felt that an effective approach 
would be to tape record on-the-spot, ad 
lib commercial copy at the sponsor's 
place of business — for use on the air. 

Taking a CRS engineer, a publicity 
photographer, and a microphone, he 
made his first call on a sponsor: one oi 
the Angclo's restaurants in Los An- 
geles. He interviewed patrons while 
they dined: talked with the chef, wait- 
resses, and with Angelo himself. A 





Sponsor eats, d.j. tapes. Result: commercials 
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firm believer in Elmer Wheeler's sales 
inaxiin, "It s the sizzle thai s-ells the 
steak, " lie held his microphone close to 
sizzling steaks, recorded the sound of 
Angelo eating homemade theesecake 
fed to him by the cook who makes it 
(see photo). For an hour he tape-re- 
corded assorted comments and sound-. 
Later, he edited the hour down to sev- 
eral one-minute commercials. 

The restaurant chain had been a par- 
ticipating sponsor on Hawthornes 
midnight show for the past year. Af- 
ter Hawthornes visit, Angelo signed 
up for another year. * * * 

Briefly . . . 

WJR, Detroit, recently captured two 
major public service awards — all in the 
space of one week. One was a citation 
from the Michigan American Legion 
Auxiliary, recognizing, on the station's 
25th anniversary, its "fine programs, 
consistent support of American princi- 
ples, and loyal, patriotic service to the 
community, state, and nation." The 
other award was a "Certificate of 
Achievement" from the U. S. Depart- 
ment of the Army for WJR's coopera- 
tion with Michigan Military District. 
« » * 

WNHC, New Haven, Conn., invited 
executives from both its network — 
NBC, and its rep organization — the 




WHNC outing informaliied net, rep relations 

Katz Agency, to its annual outing late 
in August. The event, held in conjunc- 
tion with WHAY, New Britain, Conn., 
took place at the Quono Club, Guilford, 
Conn. Among those attending were 
(photo, front row, I. to r. ) Vincent 
Callanan, v. p. in charge of sales. 
WNHC and WNHC-TV; Pierre Hath- 
away, Paul Rittenhouse, and Thomas 
Knode, all of NBC; (back row. 1. to r. ) 
Ollie Blackwell and Morris Kellner, of 
Katz; Aldo DeDominicis, sec'y-treas., 
Elm City Broadcasting Corp.; Edward 
Codel, Katz; Patrick J. Goode, pres., 
and Edward C. Obrist. mgr., EIni Citv 
Broadcasting. 

{Please turn to page 74) 




CKW 



ADVERTISING THAT MOVES MORE 
MERCHANDISE PER DOLLAR IN- 
VESTED IS BOUND TO BE THE 
ONE THAT GIVES YOU THE 




lomsi COST 

MAJOR 
STATION BUY 

IN THE 
DETROIT AREA 



MOST COVERAGE FOR THE 
LEAST MONEY! 



,000 



Adam J. Young Jr., Inc. 
National Representative 



WATTS 
800 KC. 




Guardian Building 



Detroit 26, Mich. 



J. £. Campeau, Pres. 
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The Stage 
Is Set at 
WHEN 



MOVIE 
MATINEE 




MEMO 



Here's a show tailored 
for ideal afternoon 
viewing... a daily 
full length feature 
film plus newsreel 
and short subjects... 
a complete theatre 
program, combining 
drama, music and news. 
When the curtain goes 
up on Movie Matinee 
you will reach a top 
audience of Central 
New York housewives, 
A spot in this out- 
standing participating 
show will provide , . . 




FOR YOU 



Represented Naiionally 
by the Kalz Agency 

CBS • ABC • DUMONT 



■^••■riiti?riin>ii< 



WHEN \^ 

TELEVISION 

SYMCVSEjj 



A MEREDITH STATION 




t 



I'fflil Loins 

V.P. & radio-TV dir. 
D'Arcy Advertising Co. 



An advertising version of "Tlie Man Who Came to Dinner" is 
Paul Louis. lie was brought over to D'Arcv to produce the Andre 
Kostelanetz j)rograni for Coea-(>ola in 1941^, soon was up to his hips 
in the Spo//;g/;/ Bands and Morton Downey shows and has been at 
DA rev ever since. 

Producing as inan\ as 15 i)rogranis a week at the agency may seem 
like a prelt\ liectic schedule. Hut Paul found it relatively relaxing 
after some of the tussles he went through with temperamental singers 
he handled while working for Columbia Artists Management. Any- 
one who could persuade the late (»race Moore to finish a program 
after a Hungarian conductor tried to tell the great singer from the 
South how to sing "Carry Me Hack to Old \ irginny" isn't fazed by 
the ])roblems of putting a program on the air. 

Today, Paul's biggest job is keeping T\' coimnercials in harmony 
with the quality impression which D'.\rcy steadily seeks to build 
for such products as General Tires. Coca-Cola. Budweiser beer, Ger- 
ber's baby foods. '"'I'V has so powerful an impact, ' be says, "that 
we must be careful not to wear out our welcome. One of the top- 
rated shows on TV today, which shall of course remain nameless, 
has succeeded in spit(> of its commercials. A lesser show couldn t 
survive such ine]jtness.'" 

Altlnjugh a ]iroduct like (>oca-Cola is not limited in its a])])eal to 
any specific segment of the market, Paul likes to supplement the 
over-all appeal by tailoring programs to jiarticular grouj)s. For 
example, A7/. Carson was 1\cd to the kids, Mario Lanza wooed teen- 
agers via \HC Uadio, and P^lgar Bergen and ("harlie McCarthy 
Ijrought messages to tli(> whole famih with ils broad, general com- 
edy appeal. 

Before joining D'Arcy J'aul bad a diversified background. After 
attending the Universities of (Chicago and Michigan and N. Y. U., 
he put in some year^ in the advertising and editorial departments 
of the Chicago Daily \eivs and Chicago Tribune. Even took a crack 
at music critic chores. Then, at NBC in Chicago, he wrote, directed, 
and j)r(Kluced a imnd)er of radio shows. 

Paul doesn l lose all contact with show business when he gets to 
his home in Huntington, L. I. His wife is a former Metropolitan 
Opera Company ballerina and his two daughters practice entrechats 
all o\ei the house. For relaxation he sails his boat on l^oiig Island 
Sound. 
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CELEBRATING 3 DECADES OF PUBLIC SERVICE 




In 1922, the year WREC was born, the first com- 
mercial program was broadcast. From those pioneer 
days through 3 decades of constant growth WREC 
prestige has been built upon superior service to 
listener and advertiser alike. Engineering perfection, 
quality programming and adequate power continue 
to gain an ever-Increasing audience of interested 
listeners. Through this policy of operational superi- 
ority we shall continue to grow. 



REPRESENTED BY THE KATZ AGENCY 



AFFILIATED WITH CBS. 600 KC, 5000 WATTS 
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TOP 



HOOPER 



Jimmy Lewis 


on 


"JIMMY LEWIS 


SHOW" 


4:45-5 P.M. Mon 


.-Fri. 


K-NUZ 


2.5 


Net. "A" 


1.8 


Net. "B" 


1.1 


Net. "C" 


2.5 


Net. "D" 


0.7 


Ind. "A" 


0.0 


Ind. "B" 


0.9 


Ind. "C" 


0.7 



41/2 YEARS OPERATION 

4V2 YEARS OF TOP HOOPERS 
and PERSONALITIES 

*April, 1952 




« FOR JOE 
Dave Morris 

Ceaeraf Manager 

« K£-2581 




HOUSTON'S LEADING INDEPENDENT 



Whot's New in Research? 



m 



Poll rates Tide ns hrnuti ichieh most vietcers 
said then sicitehed to siiiee ou'iiiiig TV set 

The advertiaing class of Georgian Court College, Lakewood. N. 
conducted a poll of 1.200 homes in the \eu> ) orL metropolitan area, 
Boston, Pittsburgh, Louisiille, and the Camden-Trenton-Philadelphia tri- 
angle in the spring and early summer of 1952 via mail and personal inter- 
views. One of the questions asked was: "Have you changed to any 
products advertised on Tl since you hate owned a set? List them." 
Of those replying to the first pari of the question. 633 said they did not 
change to any product advertised on TV, while 376 answered in the 
affirmative. Those who did the switching gave as many as six products. 
The answers were tabulated as handed in, and the 20 brands that got the 
most mentions were: 



BRAND 


NO. MENTIONS 


BRAND 


NO. MENTIC 


Tide 


(it 


Kraft 


J.*f 


Charles Antell 


27 


Colgate 


f J 


Johnson's Wax 


25 


Plllsbury 


U 


Chesterfield 


22 


Chlorodent 


n 


Upton's Tea 


22 


Snow Crop 


i) 


White Rain (TonI 


17 


S.O.S. 


7 


Stopette 


17 


Upton's Scup 


7 


Fab 


15 


RInso 


7 


Amm-i-dent 


15 


Old Gold 


G 


Joy - 


15 


Ballantlne 





Top JO TV shoies 



PROGRAM 


RATING 


NETWORKS 


1. 


Pabst Bouts 


111.8 


CBS 




Godfrey 4 Friends 


31.7 


CBS 




(Liggett & Myers) 






3. 


Godfrey Talent Scouts 


30.5 


CBS 


f. 


My Little Margie 


20.8 


CBS 


5. 


Dragnet 


20.3 


\'BC 


K. 


Big Town 


28.1 


CBS 


7. 


Godfrey & Friends (Toni) 


28.3 


CBS 


8. 


Racket Squad 


27.5 


CBS 


n. 


Robert Montgomery Presents 


2U.7 


i\BC 




(American Tobacco) 






10. 


Gangbusters 


2K.K 


SBC 



SOURCE: A. C Nielsen Co (copyrighted 1 
PERIOD: Two weeks ending 9 August 19S2 



TV fninilies like radio itetvs, survey shoivs 

In a survey which I'ulse conducted for \f'OR, Acif York, during the first 
week in August following the political conventions — when listening is 
customarily at a low point the following two high points developed: 
(1) 86.17r of all the families surveyed listened during the week to radio 
news broadcasts; (2) even among TV families radio continues as a major 
conducted a poll of 1,200 homes in the New York metropolitan area, 
news source, with 82.6% 0/ such families interviewed reporting that they 
listened during the week to radio news. The breakdown of the figures on 
news listening by \ew York .stations showed H OR ahead of the parade. 
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LEADERSHIP IS EARNED • LEADERSHIP IS EARNED • Lk 




30 years of skilfully fitting a top-quality medium to 
a top-quality market is ringing cash registers 
all over rich Central New York for WSYP^'s and 
WSYR-TV's local and national advertisers. 

JVrife, Wire, Phone or Ask Headley-Reed 



NBC AFFILIATE — The Only Complete Broadcasting Institution in Central New York 
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COFFEE VENDOR 

i Continued Iron) page .'^3 I 

leads. 17") (Icxeloped into actual sales, 
pillier ininiediale or projefled for ihc 
fall. Television had more lliaii paid 
ior itself. Tele\ision had proved to be 
a su(Hessfid salesman for the colfee 
dispenser. 

K-Al salesmen were as enlhusiaslic 
oxer the oantpai^n as management. Xot 
only had several hundred '"hot" leads 
developed. I)ul some of the prexioiish 
"cold ones were showing renewed in- 
terest as a result of the demonstrations 



llie\ had seen on 'J'V. Prospects whom 
salesmen were seeing '"cold" and for 
the first time frequently were far more 
receptixe than the salesmen might have 
otherwise expected. The\ had seen hovv 
ihe ma( hine worked on the T\' demon- 
stration. A lot of the preselling had 
been accom))lished before the sales- 
men <-alled. Telex ision had educated 
llie <()ifee-dispenser market to a new- 
need, creating demand for the vendor. 

Money lor the test campaign had 
been diverted from other media and 
supplemented b)' nexv allocations, llovv- 
exer, a separate television budget is 




C A G O 



If your account's eyes are on the na- 
tional market . . . you won't overlook 
Chicago because the "Windy City" and 
some sixty other major metropolitan 
areas are first on every time buyer's 
list. But onee you've ordered Chicago 
and the others, then come more diffi- 
cult decisions — the choice of independ- 
ent and productive secondary markets. 
Then comes Yakima, Washington . . . 
a rich and rare secondary market, 
geographically and eeonomieally isolat- 
ed from the influence of key city me- 
dia. 

And, it's a fact! More national adver- 
tisers every year have found this $200 
million dollar Yakima market an in- 
creasingly profitable secondary market 
of first importance in the West. 

YAKIMA, WASHINGTON 



THE BRANHAM COMPANY 



MBS 



GEORGE W. CLARK 




CBS 



WEED AND COMPANY 



noxv being established in view of t!ie 
test results. 

While R-i\l has not \ et settled upon 
its national television policx , the me- 
dium xvill definitely play a major role 
in the firm's over-all advertising cam- 
paign for the coming year. The more 
than 200 l{-i\I dealers in the country 
are located niaiidy in television areas. 
And. having learned the results of the 
Philadelphia test, most of them arti 
eager to try the same advertising ap- 
proach in their area. l\-iM is setting up 
a cooperative fund xvbich xvill provide 
for a C(vst-sbaring between individual 
dealers and management for the adver- 
tising budget. Television is assured of 
a considerable percentage of this fund. 
However, the Ixpe of program that 
K-M xvill s])onsor is still not deter- 
mined bv its admen. 

Radio, which in the past had gotten 
but a small share of the R-M advertis- 
ing budget, is now also being tested 
more thoroughly. At the moment, the 
Roberts agcnc)- feels that the visual 
approach is more effective in selling 
the machine, since the entire idea is 
still nexv, and llie public needs to be 
further educated. However, in view of 
the spiraling demand for the "Coffee 
Cub.'* it is likely that radio, too, will 
be better evaluated for direct pull 
strength. 

R-M is telling radio xia a five-min- 
ute vveathercasi and participations on 
a morning d.j. show. Results from both 
have been encouraging. 

The agency has chosen radio time 
with a different ])nrpose in mind than 
the appeal to a general audience at 
which it aimed its telecast. With televi- 
sion the theory had been that a relaxed 
Sundax evening audience would neces- 
sarily include many businessmen who'd 
be in a direcl position to contemplate 
buying the machine for their em])loy- 
ees. In the case of radio, the agency 
has been looking into ahead) estab- 
lished programs with a set type of au- 
dience — shows that were known to at- 
tract a lislenershij) largely composed qI 
businessmen. The d.j, show currently 
being used is that ty])e of program, 
scheduled at an earlx morning hour 
when this audience can be reached. 

The R-M firm, which was started bv 
two ex-servicemen in 1916. grossed $ l 
million b\' 19.S1. and is expected to 
reach a new sales ])eak of S(5 million 
in 19S2, Lieutenant Lloyd Hiuld and 
.sergeant Cy Melikian, both Air Force 
engineers, thought of the market pos- 
sibilities of a hot coffee dispenser 
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Since August, 1950 

BILL eORDON* 

has sold more 

goods and services 
than any other 
Cleveland radio or 
television personality! 
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jJC Winner for the 2nd consecutive year , ♦ - . Cleveland Press ftadio Po// 
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PINPOINT 
.YOUR 
1 PERSISTENT 
1 SALESMAN 



I UNDUPLICATED 

1 COVERAGE IN 
I 225,000 HOMES 
1 WITH PERSISTENT 
1 SELLING TO MORE 
I THAN 675,000 



PEOPLE . . . 
IN PROSPEROUS 
SOUTHERN 
NEW ENGLAND 




Represtnted Nofiona'V 

Weed Television 



when they were turned away empty- 
handed from the Wright Fiehl cafeteria 
on a hleak morning in 1944 hecause 
the kitchen wasn't open yet. 

"Why can't you drop a nickel in a 
machine and get hot coffee instead of 
a cold drink?'' they asked themselves. 
Within the next few years they found 
numerous answers to the rhetorical 
questions. 



"Yon nit-asnre a(lv('rli>>iiig efficiency 
just like any other machine efficiency. 
When it reduces the cost, it is efficient 
advei-tising. When it does; not reduce 
the cost it is not efficient advertising. 
The proUleni that faces a businessman 
is the problem of rediieinjc the cost of 
trading. Thai is the probb^m advertis- 
ing can help solve. That's why adver- 
tising exists.'' 

JOH.\ D. YECK, Pres. 
Yeck and i'ecfc, Daylon 



Material shortages were the first dif- 
ficulty. With their extremely limitctl 
operating capital, they put together 
their first coffee-vending machine from 
the smashed parts of an old soft-drink 
machine which they salvaged from a 
Dayton junk yard. 

Next they found that the coffee 
clogged up after the machine had 
served the first few cups of coffee. 
Experimentation showed that the pow- 
I dered coffee, not the machine, was at 
fault. The two young entrepreneurs 
therefore hired a frozen-food special- 
ist who developed a new litjuid coffee 
I concentrate--which the firni now mar- 
kets separately from the machine as a 
profitahle side-product. 

Even when the model machine was a 
working success, and duly patented, the 
inventors' problems were far from over. 
They canvassed all of Greater Phila- 
delphia for financing, and in 1946. 
Iludd-Melikian was incorporated with 
capitalization of $75,000. At this cru- 
cial beginning of the firm's career, the 
major oflicers of the enterprise were 26 
years old. 

Helped by increased demand for the 
automatic coffee dispenser and by the 
flexible co-op advertising program 
which R-M management is setting up, 
the Roberts agency ( whose principals, 
incidentally, also average oidy 30 yeai> 
of age) is envisioning a year in whicli 
K-M will be using broadcast media not 
oidy with the type of sponsorship they 
have already tested successfuUv. but 



TV GADGETS 

[Continued jroni page 37 i 

mote control system, worked electroni- 
cally by an operator, the scripts on any 
numl)er of machines can be revolved 
in synchronization. The operator has- 
tens or slows the speed at which the 
script moves over the rollers, depend- 
ing on how rapidly the actors are per- 
forming the script. 

F'reparation of the piano-roll script 
is done on a specially designed Under- 
wood electric typewriter called a video 
printer. This machine prints charac- 
ters approximately an inch high, can 
handle four cf)pies at a time, with an 
operator transcribing at a rate of 50 
words per minute. The paper on which 
the script is printed is perforated. Af- 
ter the carbons have been separated bv 
another machine, the paper is threaded 
into the TelePronipTer itself. 

Units are then placed around the 
studio floor at sites selected by the 
program director. Each machine is on 
rubber wheels, so that it can be moved 
silently around the stage. About the 
size of an f)\emight case, each ma- 
chine when loaded with script for a 
one-hour show weighs approximatelv 
20 pounds. 




with shows as we 



★ ★ ★ 



SAN DIEGO'S 
TV STATION 

THIRD MARKET 



San Diego's 1951 
FOOD SALES were 
$145,424,000 



Wise Buyers Buy 
KFMB-TV, AM 

TV - CHANNEL - AM . 530 K. C. 

KFMK ' Stiiond A>h, Son \, tM 

Represented by 
The Branham Co< 
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Channel 4 will sell more in San Francisco 



Bay Area 




The San Francisco TV Station that puts more eyes on SPOTS 
SAN FRANCISCO CHRONICLE • NBC AFFILIATE • CHANNEL 4 



Check with FREE & PETERS for availabilities! 
Offices in New York, Chicago, Detroit, Atlanta, Fort Worth, Hollywood. KRON-TV offices and studios 
in the San Francisco Chronicle BIdg., 5th and Mission Streets, San Francisco 
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Ill reliirii for the relati\'ely small out- 
la) for use of the s\sleiii. the adver- 
tiser is assured of word-for-word de- 
livery of his coiiiiiiercials. flufl-free 
]ierforiiiance of dramatic lines and song 
lyrics, a greater degree of confidence 
on the part of his actors, and a sharp 
reduction in ex]>ensi\e rehearsal time. 

L'sed on video's first soap ojjera. Tlie 
First Hundred } ears, for over 400 per- 
formances, not a single script devia- 
tion was noted. According to Benton 
& Bow les \.P. Waller Craig, "\Vc saved 
ahout $250 a dav in rehearsal costs h\ 
using the FelePrompTer e(pni)ment. On 
more than one occasion an actor was 
sick and with only a couple of dry 
readings of the script was ahle to give 
a perfect performance." 

The latest model mounts on the TV 
camera itself, above or below the tak- 
ing lens, and ]iermits a newscaster, an- 
nouncer, or politician to look straight 
into the camera and deliver a "sincere" 
l)itch without the viewer tumbling to 
the fact that he is being read to. 

\ewscasters love the multiple-reader 
set-up because it frees them from their 
desks, permits them to wander around 
from ina]) to globe or use other ])rops. 
One top news analyst uses TelelVomp- 
Ter. but glances down at a dummy 



sheaf of pajiers from time to time; his 
audience thinks he has a terrific mem- 
ory and his rating has gone up. 

Flxecutives of an electric shaver coni- 
])ain . watching their T\'^ show" last 
month. drop]3ed their highball glasses 
when the announcer fumbled around 



•*Let*s lia\e a rodoclicalioii to tlif cause 
of good advorlisiiig. Ix't's get religion 
again. Let's not be afraid of the words 
lionc-sty, triilli, integrity, sinrerify, serv- 
ice." 

CAHHOLL H. LAHRA15EE. Publisher 
Printers' Ink Magazine 

for a while, then blurted, — -electric 
sha\ers make your beard grow faster!" 
Les^ than a week later. TeleProinpTer 
('orp. had a new customer. 

I se of TelcPrompTer could have 
eliiiiiiialed man) a recent, exi)ensive 
T\' snafu. After delivering Westing- 
house commercials flawlessly at the 
political conventions (using Tele- 
l'rom])Ter). Betty Furness blew her 
lines on the Studio One i)rogram re- 
<ently when officials decided that a 
buck could be saved by doing without 
the device. Mr. Eisenhower's address 
to the American Legi<m contained a 



Another 1st for WOW-TV 

"LIVE" CAMERA FACILITIES 

from Sign-On ^till Sign-Off! 

WOW-TV is first in the rich Omaha market 
to offer advertisers "LIVE" COMMERCIALS at 
any time during the telecast day! 

Use this new service for advertising impact, 
flexibility, low cost, and convenience — PLUS — 
sales results, 

For full information, rates, 
and tiraihihilities write or 
plione 

FRED EBENER, Sales Mgr. 
or any one of the offices of 

JOHN BLAIR-TV — i- 
A MEREDITH STATION 

N B C. and DUMONT AFFILIATE 
Frank P. Fogarty, Cen. Mgr. 



half dozen bloopers as a result of his 
reliance on a chea]ier hand-cranked 
device, whose operator got confused 
when Ike interpolated a few remarks 
not in the prepared scri])t. A national 
drug outfit had to talk fast to the Pure 
Food and Drug Administration and 
Federal Trade Commission after an 
announcer adlibbed a commercial. 

Despite the hiring of expensive tal- 
ent, what the TV advertiser spends his 
money for is a well-delivered sales 
pilch to the audience drawn by the 
program. That's where the TeleProinp- 
Ter fits in. 

The need for the device has brought 
prosperity to its backers. Three net- 
works (CBS, NBC, DuMont ) now lease 
the device and use it for a wide va- 
riety of jtrograms. Fees from CBS TV 
alone will run about $1,100,000 this 
year. Now the TelePrompTer Corp , 
headed b\ Fred Barton, Irving B. Kahn, 
and Hubert Sehlafly, jdans to offer the 
device, on a lease basis, to individual 
TV stations throughout the country. 

The increasing use of local cut-ins 
on network shows makes this a likely 
market for TelePromjaTer. With re- 
hearsal time cut down, local talent can 
be used on more shows. 

Film makers, too, are learning to 
use the device. Dragnet producers have 
cut rehearsal time 50'~r by means of 
a bank of readers outside camera range 
but in sight of the actors. More film 
shows are expected to follow suit. 

Live or film, fear-free performances 
given by actors and announcers guar- 
antees the advertiser his money's worth 
out of a program as well as out of the 
commercial presentation. 

Video-Cast 

Advertisers who recoil at the cost 
of animated commercials are showing 
intt rest in an up-and-coming service 
by Howell-Rogin Studios of New York: 
\ ideo-Cast. 

Used for some lime on the Fred 
Waring Sliow, Lucky Strike Hit Pa- 
rade, Your Shoie of Shows, Camel 
Aeu's Caravan, Today, and many other 
productions, the techniques of Toin 
Howell and Milton Rogin got wide- 
spread publi<'ily during the recent po- 
litical conventions. 

I'lider contract to NBC TV for the 
Chicago whiiigdings, Howell's draw- 
ings of Ceiieral AlacArthur, donkeys, 
elephants, and cooiiskin c^ps were su- 
perimposed over ]jictures of appropri- 
ate ]iersonalities. A moving arrow 
])ointed out various celebrities as they 
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Late evening, July 3, 72^ of all 
TV sets in use in the vast Los Angeles area 
were tuned to KNBH . . . Channel 4. 
Why? Beeause, as late as midnight, KNBH was 
bringing to well over half a million viewers an exclusive 
teleeast of the heroie attempt of Florence Chadwick 

to swim the Catalina Channel. 
Again — on July 9 — KNBH was on the air with live shots of 
the dramatie fire at Warner Brothers' Studio 
one and one-quarter hours before any other station! 
Still again — on July 21 — when the earthquake struck at 
Tehaehapi, KNBH was the first station on the air with the news. 

And hours ahead with films taken hy KNBH newsreel 
department, flown in hy chartered airplane! 
When you huy time on KNBH Channel 4 in Los Angeles, 
you're buying the eomplete world-wide faeilities of NBC — the 
imagination, ingenuity and creative personnel whieh are 
making KNBH the most popular TV station west of the Roekies. 

Consult KNBH, Hollywood, or your nearest NBC Spot 
Sales Office for complete details on availabilities. 



NBC HOLLYWOOD 



TO SELL THE BUYING MILLIONS IN 



AMERICA'S 2ND LARGEST TV MARKET 
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appeared. Heies how these tricks 
worked : 

Howell drew the eartoon with a stj- 
lus oil spe<.'ialh treated black cello- 
phane. As the stylus point penetrated 
the coating, a line shone through the 
glass-topped light box over which he 
worked, ^.s he drew, the picture was 
projected line by line onto a screen 
behind him, thence imposed onto the 
T\ picture for transmission. 

The Video-Cast projection device is 
also used for the team s low-cost meth- 
od of obtaining animated efTe< ts. Ths 
basis of their technique is a series of 



drawings or pictures, each done on a 
sheet of acetate and arranged in se- 
quence. Working like an overlay Ar- 
my maj). the individual sheets of ace- 
tate, each containing one or more ele- 
ments of the entire drawing, are flipped 
one on top of the other until the fin- 
ished jjroduct results. 

A reverse technique starts with a 
number of layers of acetate piled up: 
each sheet contains a blackened por- 
tion which covers a particular area of 
the drawing. Fli})})ing each sheet hack 
reveals another part of the drawing in 
a sort of TV striptease, and when all 




North Wilkesboro 



NORTH 



WINSTON-SALEM 
I • 



Reidsville 



CAROLINA' 



Greensbor 
H^^h Point 



Asheboro 




Only ONE Station DOMINATES 

THIS RICH, CROWING 15-COUNTY MARKET 

WITH 

DRUG SALES OF $16,147,000* 

*Sales Management 1952 Survey of Buying Power 
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WINSTON-SALEM 



NBC Affiliate 



HEAOLEY REEO CO 



the sheets ha\e been flipped the finished 
drawing or picture is fullv exposed. 
Both techniques use a system of con- 
tinuous projection onto a screen from 
which the \ ideo camera makes its 
pickup. 

The '"Streandined Disney " reputa- 
tion of the team stems from their trick 
of manipulating various components of 
the drawing in such a way as to get 
a fully animated effect. For example, 
the arm of a character is drawn on a 
separate sheet of acetate and by Avig- 
gling the sheets the same effect can be 
gotten as would ordinarily he possible 
only through a large number of indi- 
vidual drawings in the usual animated 
technique. 

The Howell-Rogin techniques have 
two factors of interest to advertisers: 
(1) low cost; (2) speed. For example, 
they prepared a three-minute commer- 
cial for Admiral in one day at a cost 
of $250. The same job animated would 
have run to $2-S3.000. 

I nder their exclusive contract with 
NBC TV they think nothing of doing 
an overlay series for a news show in 
20 minutes. Working from a stockpile 
of maps drawn on acetate they can 
(juickly isolate a specific area that is in 
the news. Flood courses and earth- 
quake scenes are pinpointed in ordw 
to orient the viewer rapidly. 

The inexpensiveness of the Video- 
(!!ast process can be realized b) Tom 
HowelTs statement, "We have never 
gotten more than $350 for a single job. 
and that includes some mighty com- 
plicated three-minute commercials."' 

Now moving into the film field, 
Howell-Rogin plan to do a job com- 
parable to the finest animation for hal\ 
the cost and in a fraction of the time. 
A four-and-a-half-minute test film was 
completed in two days: a job that 
would require two to three weeks in 
animation. Just shows what you can 
do with a bottle of ink, a brusli, and 
an idea — as well as skill, of course. 

Rear-view projection 

Borrowed originally from Holly- 
wood's sound stages, rear-view projec- 
tion techniques for TV have been ini- 
})r()ved in recent months to the point 
where advertisers have to revise their 
former estimates of this money-saver. 

The principle of projecting a scene 
onto a screen from the rear and having 
actors emote in front of it while the 
cameras grind is old stuff to movie 
companies. Hut })ulling the same trick 
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eniority 




ounts 



WWJ, world's oldest radio station, 
celebrates Its 32nd Anniversary 

Naturally, WWJ is proud of its seniority status in the 
nation and its own market — Detroit. The wealth of 
experience acquired through the years continually serves as 
the guiding influence for W WJ's pioneering and aggressive 
progrannning. This spirit has built for W W J a loyal 
audience that responds enthusiastically to the sales 
appeals of WWJ advertisers. 



WWJ 

(NATIONAL FIKSTS) 
FIRST radio station, August 20, 1920 
FIRST election returns, August 31, 1920 
FIRST radio dancing party, September 4, 1920 
FIRST fSghf results, September 6, 1920 
FIRST vacal concert, September 23, 1920 
FIRST World Series scares,' October 5, 1920 
FIRST church chimes, December, 1921 
FIRST symphony concert, February 10, 1922 
FIRST radio orchestra, May 28, 1922 
FIRST radio wedding, June 18, 1922 

(MICHIGAN FIKSTS) 

FIRST eyewitness football game, October 25, 

1924 (Mich.-Wiscansin) 
FIRST eyewitness baseball game, April 19, 

1927 (Delrail-Cieveiand) 
FIRST eyewitness boot races, August 2, 1924 

(Gold Cup) 
FIRST Michigan FM station. May 9, 1941 



THE WORLD'S FIRST RADIO STATION 
Owntd and Operated by THE DETROIT NEWS 




Dorothy Gish at the microphone of the original 
Deforest transmitter used by WWJ in 1920. 




AM— tSO IILOCTCLIS — MOO WATTS 
fx — CMAHHIl J«*^»7 I MICACTCIIS 



National Representatives: IHi GEORGE P. HOLLINGBERY COMPANY Auociaf Ulevition Stallon WWJ-TV 
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in '1 \ "s early (]a\~, due to lij;htin2 
problems, was something else again. 

Kealisin was laekiiig hecause of a 
lack of light intensity, liicandeseent 
projeetor huiips developed only ()<)-7U 
foot-randlcs of light. Now are lamps 
ha\ e a power of 15()-2(H) foot eaiidle^. 

A large lihrary of "stoek " shots is 
being gathered by T\ networks and 
independent fdni libraries. Both slides 
and nn)vie footage may be used, with 
screens eaj)able of a<'t'e|jling movies up 
to 0 X 12 feet and stills blown up to 
14 X 20 feet now jiossible. 

The dollar-saving potentialities of 
this techni*pie are great. Multiple 
screens j)laeed at right angles to eaeli 
other can be used to giv(> almost com- 
plete set efTcf'ts. Scenery construction 
costs nosedive. Walking on treadmills 
in IronX of the screen enables artors to 
be sh(iwn strolling down Micbigan 
Houlevard or limes Square al the flip 
of a projector switch. A few sticks of 
wood and the proper slide are all that 
is necessary to situate the hero in frotit 
of his campfire in the wilds of the 
Lone Prairie. 

Development of new equipment to 
TV network spe<ifications jjromises to 
allow T\ to out- Hollywood the movie 



makers and. at the same time, permit 
advei tlsers Ui jioeket large savings out 
of their production budget. 

Electronic matting amplifier 

Ever jealous of Hollywood's bighb, 
vaimted technical know-how. video en- 
gineers are not only mastering the best 
of the West (".oast's tricks, but added 
a fillip or two of their own. Eventual- 
ly some advertiser finds a way to make 
the trick sell his product better. 

Of all the ginmiicks in the CHS TV 
locker, tbe Operation Department's 
Manager of Production Carlton Winek- 
ler is proudest of the electronic mat- 
ting amplifier system developed bv 
Paul Wittlig. 

Sujterimposition of images from two 
video {-amera used to result in .i 
w ashed-out efTect. For y\BC TX "s Space 
Cadet program. George Gould. Fioli 
Drucker. and David Vcc devised a'"Giz- 
ifto'' (reported in the 14 January 19S2 
issue of si'ONSOR) which electronically 
cut a "hole" in one scene and inserted 
an image picked up by another camera. 

According to CBS. their technique 
of doing the same trick is more efTec- 
ti\'e, simpler to do and there is le-^s 
danger of it getting out of whack. 



1000 WATTS 



Charleston's most far reacblng station 




"Hey, wc'rt" introducing a brand-nevv person- 
ality, and a brand-new program. It's 'Corrine 
Esther Bradford, Home Economist', and she is 
heard at 12:30 p.m. every day, Monday through 
Friday. 

Corrine has household hints and recipes for 
our negro audience — strictly housewife appeal 
— and the program is tops, believe me, lops! 
It's the only show of its kind in this area, and 
the audiences are lappin' it up. Since it's 
brand-new, there are some availabilities left. 
If you're appealing to the housewife, 'Corrine 
Esther Bradford, Home Economist' is built just 
for you! . . . 

Get in touch with our reps, pronto'." 




John E. Peorson Co,, SX: born-Cioyton Agftnty 



\n excellent denu)nstratioii of it^ 
c()inniercial jjossibilities was given on 
a recent Fred IFariiig Show for Gen- 
eral Ele<-tric. Fred told viewers thai 
he would give them the "inside story" 
of a GE refrigerator. A moment later 
a miniature Fred Waring was seen 
strolling through the shelves of the 
refrigerator, j)ointing out various fea- 
tures and jumping nimbly from shelf 
to shelf to door. You may be sure that 
viewers paid clo.se attention to that 
commercial while thev tried to figure 
ou[ how it was done. Costwise, the 
trick required only a 20-minute re- 
hearsal. 

Similar reversals of "normal height'' 
added impact to eonunercials for Camp- 
belFs Soup. 

Advertisers and ageneymen today 
find themselves in a situation akin to 
that of the military armament designer 
who must concentrate on finding new 
defensive measure? to counter con- 
stantly improving offensive weapons. 
As so^)n as a special elTects genius or 
weary producer dreams up a new f\' 
gadget, gizmo, device, or process, you 
may he sure that some alert adman will 
figure ()Ut some way to put it to work 
moving some (dient s goods off the 
shelf. ★ ★ ★ 



RADIO-TV CO-OP 

[Continued jroni page 31 I 

go on the air — despite the fact that 
there's a S35,00(),()()0 co-op advertising 
kitty that could conceivably be tapped. 
In the most rare instances are these 
canq)aigns shared cooperatively be- 
tween manufacturer anrl retailers. 

This is the case despite the fact that 
groi'crs- large and small, chains and 
independents- are now an integral part 
of a new trend in broadcast advertis- 
ing: that ir. the trend toward merchan- 
dising both radio and TV advertising 
through tie-ups with stores. The net- 
works and man) local outlets in the 
country have merchandising plans 
which include promotional deals and 
guaranteed disjilays in retails stores — 
and these stores are almost alwa\s gro- 
cer v stores. 

While perhaps half of the supermar- 
kets ill the V. S. buy radio and TV 
time, this represents only about 2'c 
of the total number of all grocer out- 
lets and about 20' r of total grocery 
sales. As many as 10 to 20'^( of all 
the b)od outlets are tied into network 
or station merchandising arrangements. 
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JOHN DEERE WILL INVEST 
$20 MILLION IN KVOO AREA 



Approval has been given by stockholders of 
Deere and Co. to construct a multi-million-dollar 
chemical plant near Choteau, thus assuring Okla- 
homa one of its biggest new industries. 

Deere and Co., makers of John Deere machinery, 
is the nation's second largest farm implement manu- 
facturer. 

The new Choteau project is expected to require 
between $18 and $21-milIion for construction costs, 
equipment and initial working capital. 

The plant will produce chemicals used for fertilizer 
ingredients. Principal products will be ammonia, 
urea and urea ammonias solutions. 

L. A. Rowland, Deere vice-president who will 
head the company's chemical activities, said con- 
struction of the plant may begin within six weeks, 
but said much of the work is in the engineering 
stage. He said the plant is scheduled to be in pro- 
duction within 18 months. 

Rowland said the chemical plant will look similar 
to an oil refinery and that much of the chemical 
processing will take place in the open. 

The Choteau project will be the company's first 
venture into producing chemicals. Rowland explained 
the fertilizer program follows Deere's policy of 
"assisting the farmer in producing crops." 

The plant will be located on 320 acres optioned 
by the Pryor chamber of commerce from the Grand 
River Dam Authority. The site is about AYz miles 
southwest of Pryor, less than 50 miles from Tulsa 
and in the heart of the KVOO primary area. 

The plant will use steam, water and electrical 
power furnished by GRDA and natural gas tenta- 
tively scheduled to be furnished by the Oklahoma 
Natural Gas Co. 

About 200 persons are expected to be hired by 
Deere to man the plant. The majority will be highly 
trained technicians. 
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The KVOO oreo, comprising only about o third of the stote's lond 
Oreo, alreody has nearly half of the monufocturing estobllshments of 
the stote ond more moving In every month; over 50 percent of the 
factory workers; and nearly 60 percent of the annuol woges pold to 
factory workers In Oklohoma. If also has 48 percent of the stote's 
bonk deposits and over 43 percent af retail soles. Tulsa, the hub of 
this morket areo. Is the Oil Copltal of the World, having more oil 
producing, refining and marketing companies molntolning home offices 
there than does ony other city in the world. This insures o consistent 
high level of income. Tulso is the center of a rich agricultural region 
af diversified interests. 



KVOO AREA DEPARTMENT MANAGER 

. . . . 

There's a real thrill in working 
with the progressive people in the 
§? ^^^^^^^ KVOO area who know what they 
' Br^BriBl want and mean to get it! 

No wonder this part of America 
is attracting so many new indus- 
tries. 

We're prepared to provide 
plentiful low cost power, fuel, 
tremendous quantities of fresh, 
pure water, and ideal living con- 
ditions among happy, friendly 
people, the finest kind of neighbors and most cap- 
able workers in the land. 

Drop me a line for any detailed facts you want 
or need about the KVOO area. 




De Vore 




RADIO STATION KVOO 



50,000 WATTS 



EDWARD PETRY AND CO., INC, NATIONAL REPRESENTATIVES 



OKLAHOMA'S CRfATEST STATION 



TULSA. OKLA. 
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on the other liaiul, and these stores 
represent over 50'/c of the total volume 
of <jro< erv business. 

The rapid growth of merchandising 
plans sueh as Mutual's "Plus-\ alue 
Stores'" (a tie-up with S.SOO outlets of 
the Itidependent (Grocers Alliance I and 
the "chain lightning plan"" of \HC 
Spot Radio Sales, to name just two. 
are therefore making great and cjuiet 
strides in conditioning grocers to air 
a<l\ ertising. They. too. arc concrete 
dail) examjjles to gro<'ers of the pull 
oi broadcasting, anfl its ability to biiihl 
store trallrc and sales. 



Win, then, with grocer) manufac- 
turers alreadv air-minded and grocers 
bfHoming nmch more air-minded arc 
radio and T\ missing from grocery 
co-op? 

The answer, sponsor editors learned, 
lies largely in the traditional methods 
by which grocery co-op camj)aigns are 
administered, and in the comj)le.\ chan- 
nels thrf)ugh which co-op money has to 
filter down from national manufactur- 
ers in the grocery field to local re- 
tailers. 

v\bont one out of three big gro<'erv 
|)roduct firms has a co-op plan of some 



kind. Several of the industry's leaders, 
like General Foods and Standard 
Brands, are completely ojiposed to gro- 
cery co-op advertising. But many more, 
like Armour, Swift, Colgate. American 
Home Foods, etc., are all for it. In 
total numbers, about 100 large con- 
cerns — from the giants like P&G 
through medium-sized firms like Beech- 
imt and Corn Products to indejiendent 
meat jjackers like Oscar Mayer — share 
advertising costs with retailers. 

The methods by which grocery co-op 
budgets are set boil down to two basic 
systems: (1) a per-casc allotment 
which the retailer uses for advertising 
the product, and (2) a percentage-of- 
sales deal. A good example of the first 
is the 22?^ which Colgate sets as the 
grocery co-op fund for each case of 
1 b4-count Palmolive soap, with rela- 
tively similar arrangements covering 
other Colgate |)roducts sobi through 
groceries. A txpical exam|ile of the 
second of these systems could be Ger- 
ber Baby Foods, which sets a 4/^-of- 
wholesale jjrice co-op allotment. 

Utider the terms of the Kobinson- 
Patman Act, <-o-op funds must be avail- 
able to all grocers. But since co-o|) 
money averages out to about 5% of 
the quarterly wholesale dollar volume 
of those firms who extend co-op sup- 
|iort. it naturally favors the major in- 
dependents and chains: the more you 
sell, the more co-o|} mone\' ) ou have. 

Despite the Robinson-Patman Act. 
grocer) co-op money is frequently the 
bargaining point in back-room deals. 
Man) a grocer) manufacturer know- 
ingly lets himself be overcharged on 
<'o-op advertising in order to get the 
best shelf positions and promotional 
support from leading retailers and 
(diain operators. SPONSOli learned. 

Although advertising managers and 
advertisitig departments keej) a father- 
I) e) e on coojierative advertising in 
the grocery field, it is seldom — strictly 
I speaking — in their domain. It is not 
bandied through advertising agencies, 
who thinefore do not collect 15^^ oti 
the billings and who do nothing to en- 
courage more ujvto-date use of bwal 
media in co-oj). In the radio-TV fiehl, 
c()-o|i advertising also l))|)asses station 
reps, who are inclitied to do nothing 
to .stimulate further use of radio and 
television in co-op cam|)aigns. Thus, 
grocery <'o-oi3 exists as a sort of S35,- 
(H)0,OnO stepchild that gets little or no 
|)areiital guiding from admen. 

Where the administrative responsi- 
bility of grocery co-oj) does lie is near- 




You can't cover Indiana's #2 
market from another state. 

Our rates are local and include 
complete merchandising distri- 
bution and promotion assistance. 

We serve 400,000 loyal listen- 
ers in Negro, rural, Industrial, 
and four nationality groups. 

Only the Gary Sales Plan sells 
Indiana's second market. 

Call us without obligation. 

Gen. Mgr.-WWCA 



Gary Indiana's 
No. 2 Market 



50 lew 
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This ( I 

^ ivide circle represents 

Northern California coverage pattern of radio KNBOs 

50,000 ivatt transmitter, non-directional ^ 

this .^i 
, , , ivhile 7 narrow elipse 

represents the coverage pattern of the other two dominant 

50,000 watt San Francisco stations, both directional 

this 

. . . and ^ tiny circle represents Northern 

California's TV coverage. 

Now put them all together, and you get 
a complete and accurate picture of radio and TV coverage 
in the great Northern California markets - ' 
—a coverage pattern like this \ \ \ 

KNBC's M^/^f f/Vr/f coverage. . .plus KNBC's ^ \^ 

low frequency (680 KC) which gives more "muscle" o 
to its 50,000 watts... plus KNBC's program popularity x 
... all combine to make ... \ 

KNBC in San Francisco 

the No. 1 Advertising Medium 
in the thriving markets of 
Northern California 

Represented by NBC Spot Sales, hi the Southeru States, represented 
by Boniar Lowrauce and Associates, Inc., Charlotte, North Carolina. 
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afternoon ! 



MELODr 
BALLROOM 

WFBR crock disc 
jockey show — is 
the No* 1 radio 
record show in 
Baltimore in the 
afternoon ! 



Looking for a participa- 
tion show you can brag 
about, instead of having 
to justify? WFBR's 
home-grown Melody 
Ballroom carries more 
audience than any other 
afternoon radio record 
show — more than high- 
cost TV shows! Make 
sure your radio dollar's 
well spent in Baltimore 
— buy Melody Ballroom 
on WFBR. Just ask 
your John Blair man 
or contact any account 
executive of . . . 



I\ al\Na\> ill tlic iiiaiiufactUKMs' sale> 
(lepaitiiUMits. Since tlic jsize of aii\ 
grocer s co-op allotiiieiits is (letcrmiiie I 
l)\ sales volume, .--ales executives feci 
that it i.- oiil\ natural tliat co-op should 
1)1^ iiiulcr their tliuiiihs. At the same 
time, salesmen are usualh lacking in 
sjjecialized advertising kiio\N ledge, jjai - 
ti< ularl\ ahout radio and T\ . l liere- 
fore. when client-le\'el decisions ahout 
local gr()<^-er\ co-o]) media are made 'n 
the salami departiiient. they nearU al- 
ways take the sinijjlest and most con- 
sei\ati\<' route: newspaj)crs. I his sit- 
uatif)!! is likeK to change oiil) when 
hig <'o-()i) users set up special training 
sessions for their sales executives c()\- 
eriiig radio and 1 \ . 

At the other end of the line, the rea- 
son wli\ radio and tele\isioii are such 
a minor ])ait of co-f>|) media decisions 
made ])\ grocers is al-o found in a 
ue!) of traditional thinking. F"or some 
20 )cars. newspapers lia\e used e\ er\ 
promotional trick in the hook to keep 
the co-op nioiie) flowing their wa\ . 

A veteran editor of one of the lead- 
ing trade ])apers in the retail grocerv 
field explained the situation to si>o\. 
S0F{ this : 

"Most hig retailers \\a\o nothing 
against radio and T\ . hut iicwspajjers 
ha\(> set them up with a good thing. 
I' or instance, a supermarket operator 
plans to run a hig full-j)age ad on 
Thursday in his local newspa|)er. Ma\- 
he it c'osts SaOO^at local rates. Into 
this ad. he tosses 20 or 30 grocer\ 
items with co-o|) hudgets. The newspa- 
per keeps mats in stock, so produ<t 
])ictures are no prohlem. In the same 
ad. he ll have a large hlurh for his own 
meat and produce. 

"\o\N. when it conies to pa\iiig lor 
this ad. the supermarkel o|jerator stari^ 
dipping into co-o]) funds, figuring th-' 
manufacturere's costs at the national 
rate. This is more-or-less legit, since 
ne\N'spa])<Ms do maintain the douhle 
rate structure. I heii, if the grocer has 
heen kee|)ing careful track of the co-o|) 
money that's due him. he can make 
80', to 00', of his ad costs out of 
co-op funds, and sometimes e\en make 
money on the deal. 

"The ])ig food retailers have thi- 
system worked out to a fine science. 
g(ntiiig what amounts to free adverti-- 
ing for their own meat and produce de- 
|)aitmeii!s -where they reallj make a 
jjrofit at the expense of national ad- 
vertisers. With general profit margin^ 
getting tighter in the grocer\ field, par- 
ticularlv for the hig siii)erniarkets in 



competitive areas, the) "11 often continc 
the inajorit) of their newspaper adver- 
tising to this system and spend only a 
fraction of their own moiie\ in media 
like radio and T\ to promote their 
own l)rands.'' 

The pi< ture which the \eteran foods 
editor sketched for SPONSOR is reveal- 
ing in many \Na\s. It helps greatl\ to 
explain why there's little attempt and 
little eneouragenieiit to hreak away 



^'AdxtTlisiiig i> lo(i:iy increasingly ini- 
porluiil :is an e<-(>ii<>niir uiid social force, 
i nleiisified clTorl is needed now lo a 
greater exlt>nl liian e>er before to build 
niarkcl» that can absorb our production 
and provide eniplovnieut wlieu defense 
slows down. Vi'c do not have the inige 
backlog: of deferred demands that helped 
ns over the transition period Jifter World 
War II. Vi <■ nuist create new demands.'* 
AllNO H. JOHNSON, V.l'. 
J. Walter Thompson 

★ ★★★★★★★ 

from a s\stem that has thrived on lazi- 
ness and la^niappe. 

The hianie for lack of progress in 
grocery co-oj) does not lie entirely with 
the retailer. Although most manufac- 
turers interviewed hy SPONSOR stated 
that their co-oj) contracts included ra- 
dio and T\ on tfie "apjiroved" list ol 
local-level media. the\ don't do much 
more than that. 

The candid comments of an adver- 
tising executive of a medium-sized food 
inanufacturcr uith a .\ew \ ork ad- 
dress were t\ pical. He told SPONSOR: 

'AN'e got into < ()-op advertising ahout 
a vear ago, at the urging of our sale> 
department. At that time, we helped 
our sales executives draw up a master 
contract, and then the advertising de- 
jiartment virtnalh ste|)ped out of the 
piiture. 

"Since we are users of radio and 1\ 
at the national level, we naturally rec- 
ommended the.-e media to our sales 
executives as a])proved media for co-op 
use. But to he (juite frank, we didn't 
go heyoiid that point in tr\ing to edu- 
cate our salesmen in the use of hroad- 
cast advertising so that they could in 
turn make sjiecific recommendations to 
grocers. Sure. |)racticall\ all of our 
co-op inoii<>y is now going into iicnns- 
|)apers and s])ecial promotions that 
don't involve air advertising. We 
luncn't got the time or the inaiii)ower 
to do an\ thing hut leave the media 
choice nj) to the grocers.' 

The situation. lio\vc\er. is not a> 
dark as it might se(Mn for radio and 
'\\ in grocerv co-op. The ]>roadca*t 
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LIES AND TRUTHS 

about the Texas Panhandle 
{each carefully labeled) 




'"This couxtrv is, and must remain, unin- 
habited forever," said <^>iie Cajjtain U. B. 
Marcy in lol9. He was rejjorting on the 
Texas Panhandle, and he is one of the 
earliest recorded Texas liars. 

More in character was the circus gentle- 
man whose honest enthusiasm led him to 
proclaim that we have the largest midgets 
in the world. 

Captain Marcy was just plain wrong. The 
man from the circus was an authentic liar — 
one who knows whereof he speaks and 
tcnows that his audience knows too. so no- 
body's fooled. 

When we tell you the Panhandle temjjera- 
tures range from 103° sumniergrade to 
— 15° in the winter, that's neither wrong nor 
authentic lie. It's weather bureau true, and 
the plus-two-million people in K(jiVC's 
trading area have a fat stake in our live fore- 
casts presented from the U. S. Weather Bu- 



* This is an (lulhenlic truth, courtesy of Sali-s jMan- 
asienient: $5490 per family per year; $1728 ;«>/ 
capita per year. Amarillo also leads the tia/ion's 
cities in ])ercent of gain in fjusiness volume over 
the previous year. 



reau: Weather is a vital factor in the every- 
day lives of our citizens. It can and does 
change violent!) — as much as 40"^ in a few 
hours. Advance warning enables cattlemen 
to protect herds; it enables mothers to know 
how to dress their sihool-bound offspring: 
it helps out-of-doors workers plan their ac- 
tivities. 

Weather re})orts, flash and routine, heljj 
KGNC. merit the loyalty of the folks who 
give Amarillo the highest retail sales''^ in 
the li. S. Exclusive regional and national 
programming help make KGNC the one (and 
onl\ ) ad medium which covers Amarillo's 78- 
coimty trade territory. You reach a hot mar- 
ket, air-conditioned with wherewithal, when 
\ou use KO\C. 




marillo 



NBC AFFILIATE 



710 KC • 10,000 WATTS • REPRESENTED NATIONALLY BY THE O. L. TAYLOR COMPANY 
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\rl\ Pilisiii^ Bureau lias rf'<-cntlv taken 
up the cause, and i;- now busily en- 
gajjed ill nii.'>i<)nar\ work at both eiuls 
of the inaiiufaclurer-vetailer axis. 

l^ABs Kevin S\veetie\ has alread) 
started a round of rails on leading gro- 
(•(M) co-op advertisers to persuade tlieui 
to put more empha-is on broadcasting 
in their co-op plans, stressing that it 
will thus make grocers more aware of 
air advertising done nationally and add 
to its eflet^tiveiiess. At the same time, 
HAH is helping local stations to set up 
|)rogram and i)articipation deals de- 
signed to catch the eye of grocery re- 



tailers, and i> advising stations on 
methtj<ls for cutting through the red 
tape surrounding grocer) co-op funds. 

"If nothing else.' Sweenev told 
siH)XSOFi, "co-oi) ach evtisers in the gro- 
cery field shouhl tr) to see that the 
millions they are now ))utting into cir- 
culars and throw a\N a} s. which have du- 
bious circulation value at best, go into 
co-op broadcasting instead. Both the 
grocery retailer and manufacturer 
would benefit from sm li a change, and 
clients would know what they're bnv- 
ing."" 

Phis kind of plugging is beginning 



to produce results. BAB executi\e.s told 
SPONSOR that there svas a growing con- 
cern among big grocery manufactur- 
ers who are national users of broad- 
casting about the lack of radio-TV use 
in their co-op campaigns. One such 
firm, Green Giant Co.— a S2.,'i()(l.()()()- 
class advertiser who annually s|)ends 
about .9500,000 in radio-TV— re<ently 
huddled with BAH to discuss ways and 
means of ste|)|)ing up broadcasting in 
Green Giant co-o|) ad\ertising. 

"Green Giant is serious about its 
plans." a B \H spokesman told spon- 
sor. "They felt at first that it would 
be extreniel) difficult to determine 
standards of |)ayment for broadcast- 
ing co-op. The) asked questions like 
'Should we limit the radio and TV 
co-op to announcements only?' and 

★ ★★★★★★★ 

''•(^iirrcnl liiflh prodiirlion. eniploy- 
nient, inconif. and (minings l<'\el>> call 
for ilic use of mnxinuiin a«lverli>infi lo 
bring prodiicor iind ronMinier logcllicr." 

T. F. FLANA(;AX, Mgr. Dir. 

yARTSR 

★ ★★★★★★★ 

'What yardstick can yoM use to figure 
how much we should pay for how many 
mentions within a program or an- 
nouncement?' But having tackled the 
problem, they are beginning to find an- 
swers, and now feel that ultimately 
broadcast advertising will play a large 
role ill their grocery co-op campaigns.' 

(For practical tips on bow a firm 
can make better use of i-adio-TV in 
grocery co-op. see box on page 31.) 

Just as grocer) firms are now j)ul- 
ting more emphasis on radio- 1\ in 
their co-op advertising, so arc retail- 
ers doing some pioneering efforts at 
the local level. A virtual protot) ])e ol 
what may be an important segment of 
locablevel broadcasting was found by 
sponsor in a recent TV program series 
o{ Grand lliiion. one of the leading su- 
permarket chains in the East. 

Grand Ihiion has become increasing- 
ly air-minded in the past <-(Hi])le of sea- 
sons for two reasons. For one thing, 
it is a participant in the merchandising 
tie-up of NBC which promotes spon- 
soring |)roducts in food ontlcts. lor 
another, it has lately been jnitting 
some of its own mone) into periodic 
spot campaigns, which have done well 
in boosting store traflic and making 
sales for all types of products. 

Accordingly, Grand Tnion set up a 
co-op T\' scries. Slaning lite Edilors. 




According to an independent survey made by students 
at North Dakota Agricultural College, 17 out of 18 
families within a 90-iiille radius of Fargo prefer WDAY 
to any other station. 3,969 farm families in the rich 
Red River Valley were asked, "To what radio station 
does your family listen most?" 78.6% said WDAY, 
with the next station getting only 4.4%! 

Fargo-Moorhead Hoopers credit WDAY with much 
the same overwhelming popularity "in town". Despite 
the fact that the other three major networks are repre- 
sented with local studios, WDAY consistently gets a 
3-to-l greater Share of Audience than all other Fargo- 
Moorhead stations combined! 

WDAY is one of America's great radio buys, serving 
one of America's great farm markets. Write direct or 
ask Free 8C Peters for all the facts! 

V/DAY • NBC • 970 KILOCYCLES • 5000 WATTS 
Vrvv iK' Prlrrs*. Inr., Kxclusivr National Keprrsciitatives 
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Salesmaker 

to the 
Centra 




This past winter the Sohice Division 
of the Chattanoojia Medieine 
Company used WSM's Grand Ole 
Opry and the extraordinary selHn<« 
ability of the Grand Ole Opry stars 
as the basis for a two state test 
campaij^n. 

The result — super- success! This 
fall the Chattanooga Medicine 
Company plans to extend this 
history making sales formula into 
the entire Central South area. 




Nashville 



Clear Channel • 50,000 Waits 
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TWO TOP 

CBS RADIO STATIONS 

TWO BIG 

SOUTHWEST MARKETS 

ONE LOW 

COMBINATION RATE 



Sales-winning radio 
schedules for the Great 
Southwest just naturally 
include this pair of top- 
producing CBS Radio 
Stations. Results prove 
this! Write, wire or phone 
our representatives now 
for availabilities and 
rates! 

National Representatives 



JOHN BLAIR & CO. 



on DuMoiitV W ABL) uliirli started 28 
November 1951 aiul which went off the 
air — after a backstage talent rucku? — 
last month. Four advertisers split the 
tab \\ith Grand L^iion on a co-op ba- 
sis: Weston Biscuits, Vanity Fair F-i- 
cial Tissues, Tip-Top Bread I Ward 
Baking Co. I . and Chun King Foods. 

A (jrand Union ad\'ertising spokes- 
man told SPONSOR: "It was a \ or) suc- 
cessful deal all around. Sharing the 
costs enabled u}) to go beyond our 
nc\\spaper advertising and get into a 
medium which we feel \vill play an im- 
portant part in retail grocery advertis- 
ing of the future. The advertisers who 
co-oped with us added to the impact 
of their own advertising on the air. or 
in other media. We have other broad- 
casting plans in the \\'orks. on a co-op 
basis, and feel sure that other big gro- 
cery retailers are coming around 

Other trends are in motion. SPONSOR 
learned that several of the leading ra- 
dio transcription and TV film produc- 
ers are beginning to eye the S3.5.( )()(),- 
000 grocery co-op field as a potential 
market for their open-end program 
products. Local station groups are 
meeting with, and making pitches to, 
local grocer groups, with both learning 
nuK h about the other's problems and 
ad\'ertising backgrounds. 

Even the \ational Association of Re- 
tail Grocers, traditionally a newspapet- 
minded trade group when it comes to 
retail grocery advertising, is becoming 
alert to the necessity today for more 
Hexibility and prfxiuctivity in grocer) 
ad practices. In its recent booklet '"An 
Advertising Guide for Food l{etailers'" 
the i\AK(j sketched out some ba.sic 
pointers of newspaper advertising, but 
added as an important conclusion: 

"Always remember that changes 
must be made in advertising methods 
and media, as well as in store layout, 
equipment, and merchandising. Don't 
be afraid to try something new — es- 
pecially if the jjresent advertising is not 
productive. Compare successful adver- 
tising and adopt llie success techniques. 
Advertising is one phase of the retail 
store operation where ingenuity, orig- 
inality, and individuality can pa\ big 
dividends."' 

In the last analysis, however, in- 
creased use of radio-'rV in grocer) co- 
op campaigns is up to grocer) manu- 
facturers. Thc) have to f)verhaul their 
co-op plans from the toj) down to sell 
I the grocers on the broadcast advertis- 
I ing \\hi(di alreadv works so vvell at th'^ 



ROUNDUP 

i Continued jroni page 53 i 

Both as an audience-builder lor his 
new Freedom, I .S.A. radio show (in 
\\hich he stars I and as a public serv- 
ice, Tvrone Power is recording a spe- 
cial patriotic-commercial slogan series 
for all stations carr) ing that program 

I which will make its air debut in late 
September). Each station vvill get an 
individual recording: for station W OST 
in \tlanta, for example. Povver will 
sa). "This is Tyrone Power. I like 

\merica. In Atlanta 1 like WOST." 
John L. Sinn, executive \ .p. of Fred- 
eric W. Ziv Company, producers of 
Vreedoni U.S.A., predict^ that many 
stations will use the campaign exten- 
sively through the first 52 weeks the)' 
carry the show. 



That people in (Canada are consumed 
\^ith curiosity about the processes and 
personalities behind radio was shown 
lecentlv when CFCQ in Saskatoon 
set up broadcasting facilities at the 
Saskatoon Industrial Exhibition. The 
broadcasts drew such densely packed 
crowds that they blocked entrances and 
stopped traffic. Not only that, but oth- 
er exhibitors complained that everyone 
was watching CFQC and no one was 
looking at them. The Exhibition Board 
was forced to ask the station to move 
its shows elsewhere. It did — to a hast- 




iiatioual 



d. 



★ ★ ★ 



■ ^4 Reasons Why 

The foremost national and local ad- 
iM> vertisers use WEVD year after 

^5 year to reach the vast 

^0k Jewish Market 

of Metropolitan New York 
I. Top adult progrannnning 
2. Strong audience innpact 
3. Inherent listener loyalty 
4. Potential buying power 

Send for a copy of 
"WHO'S WHO ON WEVD " 
HENRY GREENFIELD 

Managing Director 
WEVD 117-119 West 46lh St.. 
New York 19 
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'Ah! — I have caughi zee 

true spirit of Louisville!" 

Measure the WAVE-area audience in "faniily-hours-per-week" and 
you get an amazing total of 5,142,000 hours a week devoted to radio! 

This is many more hours than are devoted to TV h iiG.7So 
more hours than to neivspapersi 

That's another reason why WAVE radio is your best 
Louisville buy. Ask Free & Peters! 



Facts iibote are from scientific, ai/thorttattve survey 
made by Dr. Raymond A. Kemper (head of the 
Psychological Services Center, University of Louisville) 
in \VA VE area, March, 1952. 



5000 WATTS 



NBC 



WAVE 

LOUISVILLE 




Free & Peters, Inc., Exclusive National Representatives 
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il} <^"<)nslructed out-oi-tlie-\va\ })latforin 
ill a faraway corner. The crowds, iiev- 
erllule?^. still came. An estimated 140,- 
722 people — triple the population of 
Saskatoon — attended the Kxliihition. 
« ♦ « 

As a selling aid to stations which 
ha\e purchased the group of 26 HolK- 
wood feature films offered h\ Peerless 
Television Productions. New ^ ork, that 
company has pre})ared a special hro- 
chure aimed at prospwtive sponsors of 
the films. The booklet gives complete 
information about each film including 
cast listing, storv outline, director, pro- 
ducer, running time, and original re- 
lease date — so a sponsor will know ex- 
actly what he is getting. Among the- 
films in the Peerless collection are Man 
in the Iron Mask, My Son. My Son. 
Conn! of Monte Crista. Last oj the Mo- 



liicans. Getting Gertie's Garter, Hreiv- 
ster's Millions, International Lady. 
* » « 

\VJA(;, Norfolk. Neb., bel ieves that 
giving listeners extra services builds 
more faithful audiences. One of 
W'JACj's services is its annual Nebraska 
State Fair Caraxan. For a package 
pri<e. the station offers round-trip bus 
fares, reserved grandstand seats, and 
admission to the State Fair (7r()unds. 
The first Caravan in 1951 had 150 par- 
ticipants. This year's Caravan on '^\ 
August had a roster of 300 partici- 
pants, filled eight (Greyhound buses, 
s 4t 

Everyone got a salami when the He- 
brew National Kosher Sausage Com- 
pany launched a new sponsorship on 
\^^^^(;M. New York, this month. To 



announce that Hebrew National would 
bankroll a 15-miiiute segment of the 
Ameriean-Jenish Caravan of Stars on 
W^MGjM as of 7 September, the station 
sent samples of the company's tasty 
sausages to colunmists and trade edi- 
tors. Sponsors of the three other 15- 
minute portions of the Sunday 12:30 
to 1:30 p.m. live show are Barricini 
Candies. I. Rokeach d Sons, and Streit 
Malzob Company. 

« « « 

A "shirt sleeve ' sales clinic was 
sponsored 4-0 August in Seattle by 
the Washington Stale Association of 
Broadcasters (W'SAB) ; iMaurice Mitch- 
ell, v.p. and general manager of As- 
S(K'iate{l Program Service, presided. 
The clinic was devoted to driving home 




down-to-earth sales j)oints, new sales 
tecbni(}ues and how radio can sell com- 
petitively with other media. Those at- 
tending included (photo. 1. to r. ) Leo 
Beckley. president. WSAB: Bill Simp- 
son, (hairman. W'SAB Sales Clinic; 
Allen Miller. KWSC. Pullman: Rogan 
Jones. K\ ().S, Bellingham; Maurice B. 

^ Mitchell; Carl Downing. WSAB; Joe 
Cbytil. KKLA. Centralia-(]hehalis; Fred 
Chittv. past president, WSAB: Bob 

I M« Caw. KXRN, Renton fall Washing- 
ton ) . 

« « a 

"How to .Sell More Radio Sets with 
FM-phasis" is the title of a manual 
lecentlv issued l)y the NARTB for use 
in broadcaster-manufa<'turer radio-set- 
selling campaigns. Based on a formula 
d«-veloped from "test' campaigns 
staged b\ the NARTB and the Radio- 
Television Manufacturers Association 
in North Carolina, Wisconsin, and the 
District of Columbia, the book set.s 
forth in detail a step-by-step promotion 
♦ •ampaign to hypo radio set sales in an 
area. 'J'be next two NARTB-K'PMA 
campaigns based on the manual will 
be in Philadelphia in October and in 
Alabama in November. The book is 
not for sale, is available only to FM 
members ,.f NAHTB. ' ★ ★ ★ 



Most Everyone in 
HANNIBALAND5 Listens 

EBMO 




HANNIBAIANO -the large 41 county 
area surrounding Hannibal, Afo., 
Quincy, III. and Keokuk, Iowa. 





Hours on c(idr"rfayafter day, KHMO ofifcrs~a"~>ariety of 
d ra nia^-Yfews, sports and music to thd!^40,470 radiojfamilies 
yfHo live in the rich Hannibaland aTt'7rr'Tfix^'7w<?yonVj' of 
these families tunc and stay tuned to KHMO, because 
KHMO gives them what they want in radio. 
For satisfying results and service in the mid- west put your 
sales message on KHMO. Write, wire or phone KHMO or 
Pearson today for availabilities. 

These families represent those !n the 41 county area sur- 
veyed where KHMO shows its share of audience. There is a 
larger number of families in KHMO's 0.5 millivolt contour. 



Representative 
John E. Pearson Company 
• 

Mutual Network 
Hannibal, Missouri 

5000 watts day • 



KHMO 



1000 watts at night 
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On the 

publication date 
of this magazine, 
U.S. population 
reached 




shows a net gain of one person, 
according to this "electric score- 
board" in the Commerce Dept. 



Even' month, in fact, your potential U.S. 
market grows by 240,000 customers. They 
are people moving up the economic ladder 
—people who may never have heard of 
your product. You have to keep telling your 
advertising storv over and over and over again! 

WHiat's the most efficient way to cover this 
ever-changing market? Radio! It's the only 



medium that reaches 96 percent of all homes. 
And for the most effective use of radio, with 
practical help in program selection and pro- 
motional activities, depend on Westinghouse 
radio stations. They are at vour service in six 
of the nation's leading sales-areas: Boston, 
Springfield, Philadelphia, Pittsburgh, Fort 
Wayne, and Portland, Oregon. 
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WESTINGHOUSE RADIO STATIONS Inc 

KDKA • KYW • KEX • WBZ • WBZA • WOWO • WBZ-TV 

National Representatives, Free & Peters, except for WBZ- lA': for \\'BZ-T\', NBC Spot Sales 
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HOW FAB CAUGHT UP 

\(.onliniied from pane 2.t i 

Whatever the truth may he coiu'erii- 
iiig the unknown fac-tor.«, one thing is 
sure: Fab's fight has onl\ liegini as a 
(]ui<k look at the standings of the 
hea\)-<hity detergents will show. 

I'ide. i'i(rs undis])Ule(l header in 
the field, has been a bell-ringer from 
the begiiniing. W hat with l'&(/'s all-out 
(leterniinatiou to push it. 1 ide i> cur- 
rently credited with SC^i of the pack- 
aged soap and detergent market. It is 
followetl 1)\ Fah with 8'^. Levers 
.^urf with .5' i , and F^^tTs other heavy- 
(lnt\ detergent. Cheer, which also has 
about S'l. Cheer illustrates the i)e- 
culiar propensit) among soa\) firms to 
put out two similar brands and jjit 
them against one another. These four 
hea\y duties can claim, according to 
a consensus of the trade, about oO'^r 
of all detergent sales to consumers. 

This means that all detergent'- now 
have about three-fifths of the entire 
•|)ackaged scjap and detergent market, 
a much higher figure than is conniion- 
1\ bruited about. Tide alone now out- 
sells Rinso, Super Suds. I)uz. and 
Owdol condjined. and Fab outsells 



each of them. Here, indeed, are stun- 
ning successes. 

Can the success of the detergents be 
explained? 

If any one thing can be considered 
more imjjortant than the others, it is 
the fact that detergents uork in hard 
water. This, in turn, inlluenced the 
method of introducing most deter- 
gents. The hard water markets were 
tlie soft underbelly of the conventional 
•^oajis and what was more logical than 
attacking them at their weakest point? 
This local market attack had the fur- 
ther advantage in that by the time the 
detergents really got rolling after the 
war. conventional soaps had become 
rigidly wedded to national ad\ertising 
media. 

The market-by-market attack paid 
oil and is still being used. When Ar- 
mour introduced its new detergent last 
year (see sponsok. 24 March 1952) 
it ( ho>e \inarillo, Tex., wdiere the wa- 
ter was described as so hard ''it chips 
dishes unless you put eni in easy,'" 
Cheer. Breeze. Trend. Kirkman's deter- 
gent (a Colgate subsidiary*: All are 
fairl) new detergents and all are using 
the local market approach to build up 
steam. 



Fab has ben coupling this market- 
hopping method with generous cou- 
poning. Both Colgate and Esty recog- 
nized that couponing is the most pow- 
erful brand-sw itching device in the 
soap field, especially when it is shored 
up with hea\ y si)ot broadcasting and 
newspaper ads. And they've been do- 
ing a thorough job with Fab in each 
market. As a matter of fact. Fab onh 
completed its national distribution a 
month ago when the last holes in it= 
distribution pattern were plugged nj) 
in Xew England. 

La<king a realization of the impor- 
tance of the local market and coupon 
aiijjroach mav have been the source of 
some of Lexer's troubles. Some agencv 
people feel that Surf got off to a bad 
start under the Charles Luckman re- 
gime because of the emphasis at Le\er 
on network shows and big names. 

P&G. which would rather be caught 
dead than do anything in a small way. 
composed a variation to the couponing 
and local market tune. Coming into 
the field early, P&G gave away about 
20.000,000 boxes of Tide in a stupen- 
dous promotional operation. That 
means e\ er\ other home in the country 
recei\ed a free sample. It is said this 
cost V^LVf 35<f a box, which is a nickel 
more than the present retail price. 
This niassi\ e o|)ening barrage, of 
course, opened up a new market for 
its coni]3etilors, too. 

Couponing, however, is a two-edged 
sword. If it can be successful for a 
manufacturer it can also be a menace 
to him when used by a competitor. If 
practiced too freely by all the brands 
it can undermine the brand loyalty that 
is the final aim of all advertising. One 
agencyman said that a good rule of 
thumb would he that half the house- 
wives will he fickle toward their pres- 
ent l»rand when a coupon is shoved 
under their noses antl half will not. 

The major job after the couponing 
operation, therefore, is to keep the cus- 
tomers who try the new detergent. Fab 
went to the networks early in 1951, by 
which time there was a senddance of 
national distribution. Its initial strate- 
gy was to use two soap operas, one 
each for TV and radio. 

Fab got plugs on Kings Roiv, a ra- 
dio show (on C15S. later \BC). and 
on Miss Siison, an earl V CBS TV 
soaper. Both were 15-ininute weekday 
strijjs. The ratings weren't too good 
but Fab sales were doing nicely, and 
(^lolgate held on to the shows until early 
1952. Kings Roiv had the misfortune 





WBNS-RADIO reaches 
rural areas, too! 

Sponsors eager to reach rural — as 
well as city customers — get bo/h with 
WBNS-Radio. Small town and farm 
populations make up a large part of 
Central Ohio's 24-county BILLION 
DOLLAR market. There's 1-1/^ mil- 
lion potential customers here. Like 
their city cousins, rural listeners go big 
for WBNS programmmg — well-bal- 
anced entertainment that combines top 
CBS shows with popular local pro- 
grams. 




ASK JOHN BLAIR 



WINS — SOOO 
WHO fM-53,OCO 



CENTRAL OHIO'S ONLY 



COlUMIUS, OHIO 

OUTLET 
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the only jail Negro station in New Orleans 

i 

announces the appointment of . • . 



perna 



fn 



San Francisco 



The Number One Independent 
in New Orleans 

See Pulse, May-June, 1952 

Ask about WMRY's continuous 
merchandising service 



High ratings . • • low cost . . . big merchandising ''plus''! 

UT THESE PERSONALITIES DELIVER YOUR SALES MESSAGE TO THEIR PEOPLE: 









Laura Lane, 

WMRY 
Homemaker 



Vernon 
Winslow 
Dr. Daddy-O 



Joseph Lanier 
Spider's Web 



Rev. Millard 
Smith 
Noonday 
Spirituals 



Ernest Bringier 
Ernie the Whip 



Eugene 
Willman 
Morning 
Spirituals and 
Southern 
Melodies 
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to be opposite Queen jor a l)ay. Grand 
Slant, and Break the Bank, all giving 
give-away sallows. 

W hether that gave Colgate brass the 
idea that quiz give-aways were the 
thing to hii\ or whether they were pri- 
marily looking for any better cost-per- 
1.000 purchase is not known. What- 
ever the reason. Fab soon blossomed 
out. during the spring of '52, in eoni- 
mercials on two quiz shows, both pack- 
aged by Walt Framer Productions. 
1 he\ were Strike It Rich and The Big 

Colgate Irked the two shows well 
enough to make multiple use of them. 
Strike It Rich was telecast in the morn- 
ing and evening as well as broadcast 
on radio in the morning on CBS. It 
still is. Fab gets no mentions on the 
evening TV show but the morning pro- 
grams on both radio and TV carry Fab 
conmiereials. The morning TV show 
goes on for a half hour at 11:30 and 
its o]j]josite number on radio begins a 
half houi earlier. 

The Big Payoff was substituted for 
Miss Susan on NBC in the 3:00 p.m. 
segment and lengthened to a half hour. 
Like the TY Strike It Rich in tlie morn- 



ing, it is yponsoied three times a week. 

The audience jiartieipation shows 
were good buys. Their ratings were 
better than the soap operas, thev were 
popular with women, and they offered 
the opportunity of nudtiple mention 
of the band name. It is believed that 
Colgate's current plan is to keep the 
shows going as long as they pay off 
and. in the event they are dropped 
( this eventuality is a long way off, ap- 
parently), to rejdaee them with shows 
in the same time slot. In other words. 
Colgate wants the T\ audience to get 
used to tuning in to their programs at 
11:30 a.m. and 3:00 p.m. 

Here are some of the rating figures 
(Nielsen I for Fab shows: 

Toward the end of Miss Susan's ca- 
reer — during the two weeks beginning 
7 Decendjer 1951. to be exact — her 
rating was 7.o. A month and a half 
later her re|)la<"ement. The Big Pay- 
off, w as delivering a 64' r greater au- 
dience, '^riie rating: 12.8. When The 
Big Payoff replaced the Colgate Come- 
dy Hour this ])ast summer on Sunday 
evenings at 8:00 it outpulled some of 
the Ed Sullivan shows opposite it and 
got ratings in the low 20s. Fab, how- 



ever, was not plugged on the Sunda\ 
evening spot during the summer. 

As for Kings Rotv, during the week 
of 19 November 1951, the ratings av- 
eraged 2.1. The Stri-ke It Rich replace- 
ment on radio averaged ratings of 4.9 
two months later. At about the same 
time, the T\ version of Strike It Rich 
during the day was getting ratings of 
17 and thereabouts. Outside of Houdy 
Doody, the daytime Strike It Rich 
show, has been getting the best ratings 
of any daytime TV show. When Col- 
gate first put oil the morning TV 
version of Strike It Rich, incidentally, 
it opened up a lot of stations that had 
not been on the air. 

The Comedy Hour, which cost Col- 
gate aliout $3 million a year, has been 
its most suecessful venture rating wise. 
The rotation of top-flight comedians 
has proved to be a smart operation. 
Martin & Lewis have gotten ratings in 
the 50s. (Other Colgate comedians 
were Eddie Cantor. Bob Hope. Abbot 
& Costello. and Donald O'Connor.) 
Fab was brought in the Colgate prod- 
uct lineup (luring the fall of "51. Its 
participation will be continued this fall, 
and Fab commercials will also be con- 




tiliucd on tlie two audience participa- 
tion shows. 

The fact that Colgate will lay out $3 
million on the Comedy Hour is no sign 
that its money is ladled out indifferent- 
ly. Colgate, as well as the other so<ip 
people, go far heyond the rating figures 
iu their search for ways to use their 
advertising dollars most efliciently. Be- 
cause of the comedian rotation on the 
Comedy Hour, it is ohvious that rat- 
ings tell far less than the whole story. 
Colgate itself makes spot checks the 
day after each broadcast to gain some 
clue ahout consumer reaction to each 
comedian. Sponsorship of its TV au- 
dience participation shows three times 
a week instead of five is further proof 
of the watchdog attitude toward the 
advertising purse. 

Some of the basic analyses of the 
effecti\'eness of the advertising dollar 
are provided by the A. C. Nielsen Co. 
Each one of the Big Three subscribes 
to various Nielsen services. Level is 
reputed to spend SI million for this 
information. The big soap companies 
not only get audience figures for each 
program but complete breakdowns of 



listening and viewing by income, sex, 
and age. They get comprehensi\ e 
analyses of one, two, three, or more 
programs as a gr()U[>. They get com- 
parisons of each program vs. their 
entire lineup. They get comparisons of 
radio and TV programs, comparisons 



"Tcxliiy, telexixioii <»fr«»r.«s more riroula- 
tioii than Life, Saturday Evening I'osl, 
and Collier's eoniliincd. And I don't 
think it is necesMiry for me to tell this 
audience that television ]ia» greater sales 
impact than printed media." 

FHED !M. THROWEU. I ./'. 

CliS TV 



of TV \s. non-TV areas, comparisons 
of one region of the country \ s. an- 
other. It can be seen, therefore, that 
when any one of the Big Three lays 
down a dollar for radio or TV adver- 
tising, the\ know what they're paying 
for. 

Programs, of course, are not the 
end-all of broadcast advertising. With- 
out a good, solid selling message, 
broadcast advertising dollars might 



just as well be used to light a cigar. 
The theme that ''Fab washes whiter 
without a bleach than any soap with 
a bleach"' was chosen with the knowl- 
edge that comparisons among heavy- 
duty detergents are made by house- 
wives on the basis of their usefulness 
in the laundry. 

The heavy-duty detergents all carr\ 
a subsidiary advertising message point- 
ing out that the) can be used for 
tlishes also. IIowe\er, so can light-duty 
detergents, and it is doubtful whether 
the housewife can tell whether dishes 
are ch'aned better with light- or heav) - 
cbit) detergents. When it comes to the 
tougher laundry job, however, the dif- 
ference becomes more obvious. Hence, 
the effectiveness of the laundr\ ap- 
peal. 

While the light-duty detergents were 
first on the market ( P&G's Dreft came 
out during the middle of the '30s) they 
were o\ ertaken ([uickly by the hea\ y- 
duty s\utheties once the chemistry 
problems were solved after World 
War 11. Just as the soap firms went 
for packaged soaps be<'ause they of- 
fered a better profit mark-up than bar 




Turnover ! 



If you're selling in Boston's big A & P or Stop & Shop chains, 
you'll get /a.s^er turnover (and bigger sales) by using weei 
SUPERMARKETING, Boston's most effective merchandising operation. 

Because SUPermarketing is a two-edged weapon which 
first delivers your sales messages to the biggest audience in 
Boston*— then backs up those messages with mass product 
displays in 263 A & P and Stop & Shop markets. 

To get turnover in Boston supermarkets, bring the full impact 
of Boston's most listened-to station right to 
your point of sale . . . with WEEi superm arreting. 



*In every report since Sept.-Oct. 1949, Pulse has shown that 
WEEI has a larger average audience than any other Boston station. 



In Boston.. . the station is 



WEEI 



Rej)re,se-ntcd by CBS Radio Spot Sates 



>ua)<>. (Iiii I'lUn iit> latt'i for ddei- 
i;eiit>. wliirh offcMdl a In'tter profit 
mark-up than the paikaycd s()aiJ>. 

1 lie soap hiisiiies.-i is rapidl\ hecom- 
iiiji a (If.'ti i jiPiit hiisiiips- and the day 
ina\ coinc whni tln' coiivciitioiial 
<oaps will \h' an iiifinitesiiiial part of 
the sales \oliiiiic. Micady. fletergent 
[tars are heing prepared for the hia 
piiNli and more than one advertisin": 
man has simaested that the conxen- 
tionnl pa< kaaed soaps he changed to 
detergents. I he well-known hrand 
name-- wnidfl. of <'onrse. he retained. 



Here Would he hrand i onijjetitioii 
with a vengeance. Kach of the Big 
Thiee would have five or siv deter- 
gents competing against one another 
and also competing against competi- 
tors' detergents. The principle would 
not he a new one. Any soap man will 
tell yon that it's a good idea for one 
firm to ha\e more than one brand of 
a similar [iroduct. for the philosophy 
of the trade is: "What's the difference 
what \ on call it as long as \ou get 
\()hnne.' He might well alsf) sa\ : 
"Hon. is this a craz\ business.' * ♦ ♦ 
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THIS RICH MARKET 



Radid delivers MORE sets-in-iise in tlie Sovith 
Bend market tliaii before TV! . . . Hooper Ser- 
veys for Oet.-Nov. 19S1 comparerl witli Oet.- 
Nov. 19 15 prove it. Morning uj) 6.8. afternoon 
iij) Hi) and evening np 4.4. Television is still 
insigiiifieant here iteeanse no eonsistentlv sat- 
i.sfactijrv VV siii;nai rt-aeiics South Bend. Don't 
sell this rich market short. Wrap it up with 
WSirr radio. 



MEN, MONEY 

^ Continued jioni page (> ) 

All of the involved theatrical and 
cineniati* unions are watching these 
developments with the utinost interest 
and ([uestion. (Currently there is a 
strike of the Screen W^riters Guild in 
Hollywood against the local Alliance 
of T\ Film Producers with a segment 
of in(H\idual Radio Writers Guild 
members in the role of strike-breakers, 
b) S\V(i interpretation. 



The impression has lately become 
strong, in Eastern circles, that the T\ 
fdni producer <'annot wait too long for 
his profit. If the "first rnn" advertiser 
is connnitted for royalties and rentals 
only to the extent of, say TS'^r of the 
negative < ()st. the ))rodncer in addition 
lo his overhead and hank charges ha^^ 
to wait for collections wav down the 
line of subse(|uent ro\ allies and rent- 
als. The signifi<'an<'e of his economic 
dilennna should be increasingly e\i- 
dent in another year or two after the 
new medium of TV films has further 
>haken down. 



"Note that writers and actors ha\e 
been pushing hard in T\ for profit 
participation in perpetuity. That is to 
say. talent is unwilling to sell itself on 
a one-time salary basis as in the past. 
Talent dreams of a deal in which the 
set'ond. third, fourth, and umpteenth 
■'run " still ac<Tues agreed added fees 
t() them. This factor alone, regardless 
of how it is finall) compromised, dras- 
ti< ally alters the T\ movie as against 
the theatre movie. Theatre nio\ ies, lest 
anybody forget, were remarkably at- 
tractive to the banking mind for one 
reason true in very few businesses: 
nameh . there were no accounts recei\ - 
ahle. the box offi<-e did business entire- 
l\ in cash, siher. and banknotes. * * * 



30 Years on the Air 
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5000 WATTS • 960 KC • CBS 



PAIIl H. RAYMER COMPANY • NATIONAL REPRESENTATIVE 
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Will She Dial Your TV Show? 

In nietiojjolitan New York, TV viewers select their programs from seven channels. Every 
sponsor hopes the viewer will tune to his show. In many cases that's where it rests — just a hope. 

]5ccausc a sponsor invests hinidrecls of thoirsands of dollars on a jirogram, he feels that 
this tremendous ex])enditure is sufficient. Instead of protecting that investment as he ordinarily 
would do lor any expensive property, he trusts to Latly Luck to attract the v iewers that he hopes 
to reach. This is sheer business folly, especially since the advertising columns of T\' GL'IDE are 
availalilc as protective insurance for these tremendous sums. 

You can protect that investment — increase your viewing audience — and decrease your cost 
per thousand in reaching them — all at one time. Tell the viewing public about your show in the 
very puljlication they considt for exactly this typ2 of information — TV GUIDE. These 400,000 
families comprise a total viewing audience of apprtj.ximately one and a half million people in the 
metropolitan New York area. 

Pin-Point Performance 

Your ad in TV GUIDE will be exposed to these people at the precise moinent they are select- 
ing their vieu'ing fare. It is doubtful tliat you can achieve so cjuick a response in any other 
medium. 

Follow *'Wise" Money 

These television sponsors, among many others, have advertised in T\' GUIDE to attract, 
l)uilc] and maintain larger viewing audiences. 



American Tobacco Co. 
Best Foods 
The Borden Co. 
Canada Dry Co. 
Esso Standard Oil 



General Foods Corp. 
Nash Motors 

F&M Schaefer Brewing Co. 
Bendix Home Appliances 
Blatz Brewing Co. 
Bristol-Myers 



Cofgate-Palmolive-Peet Co. 
Ford Motor Corp 
Kraft Foods 
Procter & Gamble 
Tydol Oil Co. 



We olFer you ihe same in.surance on yo^tr TV inveslmenl. Invilc ihcse avitl I V 
vicAvers lo nine in to your show. Schedule your tune-in advertising in T\'' GUIDE 
today. 



for full particulars, 
phone, write or wire 




251 West 42nd Street, New York 36, New York, BRyant 9-0050 
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SIO MADISON AVENUE, NEWYORK 22,N.Y. MURRAY HILL a-2772 



NORMAN R GLENN 
EDITOR AND PRESIDENT 



We»ve just seen your survey telling how some advertisers and 
agencies (286 of them) rate radio news trade magazines. 

It»s only right that you came out first, Sol. 

After all, BROADCASTING renders an outstanding newsmagazine 
service. 

Several people have asked whether we»re "Publication B" because 
SPONSOR always seems to come out 2nd in surveys made by BROAD- 
CASTING. It would be helpful if you would announce that this 
survey concerned radio newsmagazines (as emphasized by your 
lead question ). If we»re "Publication B" we»re flattered — 
but we»d rather be judged in our own field, and our field is 
not news. SPONSOR is an interpretive article magazine bringing 
use material to radio and TV advertisers. 

By the way, we note that the voting on the first question ("Which 
trade publications do you read for your radio news and information 
gives BROADCASTING 247 and "Publication B" 197. Your form letters 
mailed this week failed to include this question. You ought to 
correct this because the last three questions are downright mis- 
leading without the first. 

You»ve been coming out with this kind of survey each year. We're 
novices at the game; we've yet to do one. So just to make this 
survey business sporting, here's my suggestion: 

Since we're both leaders in our field, let's combine to 
give all trade papers catering to radio and TV a truly 
impartial survey. SPONSOR will pay 50^; BROADCASTING 
50%. We'll ask a committee from F&P, Weed, and Blair 
(the three reps who you say provided the names for your 
current survey) to pick the questions and make up the list. 

How about it, Sol? 



8 September 1952 



Dear Sol Taishoff: 




\Coiitiuued from page 29) 



CBS sponsorctl rtitlio shows 



PROGRAM 



COST 



TYPE 



LENGTH & 
FREQUENCY 



SPONSOR 



AGENCY 



In Boston 



r 




Sets are tuned 

24 Hours a Day 



Jergens Hollywood Playhouse 


$8,000 


Orama 


30 


min. 


l/wk. 


Andrew Jergens Co. 


Robert Orr Associates 


King Arthur Godfrey & Court 


$3,000 


Oaytime Variety 


30 


min. 


i/wk. 


Kingan & Co 


Warwick & Legler 


Larry JjcSueitr 


$450 


News 


5 


min. 


l/wk. 


Best Foods 


Earl Ludgin 


Let's Pretend 


$2,250 


Children's Stiow 


25 


min. 


l/wk. 


Cream of Wheat Corp. 


BBOO 


Life with Luigi 


$6,000 


Situation Comedy 


30 


min. 


l/wk. 


Wm. Wriglcy. Jr. 


Arthur Meyerhoff & Co. 


Louella Parsons 


$1,000 


News, Commentary 


5 


min. 


l/wk. 


Colgate 


Lennen & Newell 


Lowell Thomas 




$3,750 


News 


15 


min. 


5/wk. 


Procter & Gamble 


Compton 


Lux liadio Theatre 


$15,000 


Orama 


60 


min. 


l/wk. 


Lever Bros. 


J. Walter Thompson 


Ma Perkins 


$3,250 


Soap Opera 


15 


min. 


l/wk. 


Procter & Gamble 


Oancer. Fitzgerald & Sample 


Mr. &■ Mrs. North 


$4,500 


Mystery &. Detection 


30 


min. 


l/wk. 


Colgate 


Sherman & Marquette 


Music n-ith Ilormel Girls 


$3,000 


Music 


30 


min. 


l/wk. 


George A. Hormel 


BBOO 


My Friend Irma 


$7,000 


Situation Comedy 


30 


min. 


1 /wk. 


R. J. Reynolds 


William Esty 


Old Dominion Barn Dance 


$1,750 


Music 


15 


min. 


l/wk. 


Or. Pepper Co. 


R.uthrauff &. Ryan 


Our Gal Sunday 


$2,300 


Soap Opera 


15 


min. 


5/wk. 


American Home Products 


Jo'n F. Murray 


Our Miss Brooks 


$7,500 


Situation Comedy 


30 


min. 


l/wk. 


Colgate 


Ted Bates 


Pabst Bouts 


$35,000 
(radio &. TV) 


Boxing 


45 


min. 


l/wk. 


Pabst Sales Co. 


Warwick & Legler 


Peggy Lee 


$4,000 


Music 


15 


min. 


2/wk. 


Oldsmobile 


0. P. Brother 


People Are Funny 


$4,500 


Aud. Partic. 


30 


min. 


l/wk. 


Mars 


Leo Burnett 


Perry IMasou 


$3<500 


Oetection &. Mystery 


1 5 


min. 


5/wk. 


Procter & Gamble 


Benton &. Bowles 


hill 1% It M ^ »• wi a I' 1 ^ ^ ' / 1 1 1 e ^ 

1 fillip ifiorris jr ifiy House 


$4,000 


0 rsma 


5n 
ou 


min. 





Philip Morris 




ft ^11 t \^ fl 1 1 n t 3i y» »• I » ■ ' 

ixeiijro r (iiiej x^riinienii 


$ 1 • 500 





1 5 


min. 


1 /wk. 


General Fooils 




Foote. Cone &, Belding 


Robert Trout & News 


$ 1 1500 




5 


min. 


1 /wk. 


Fcrd Motor Co. 
General Foods 


J. Walter Thompson 
Benton & Bowles 


Robert Trout-World News 


$450 


News 


25 


min. 


l/wk. 


Admiral Corp. 


Erwin Wasey 


Romance of Helen Trent 


$2,800 


Soap Opera 


15 


min. 


5/wk. 


American Homo Products 


Geycr. Newell &. Ganger 
John F. Murray 


Rosemary 


$2,700 


Soap Opera 


15 


min. 


5/wk. 


Procter & Gamble 


Benton & Bowles 


■ - 

Saitka Salutes 


$750 


1 ntervicw 


5 


min. 


l/wk. 


General Foods 


Young &. Rubicam 


Second Mrs, Burton 


$3,000 


Soap Opera 


15 


min. 


5/wk. 


General Foods 


Benton & Bowles 


Stars Over Hollywood 


$4,750 


Orama 


30 


min. 


l/wk. 


Carnation Co. 


Erwin Wasey 


Suspense 


$7,000 


Mystery & Oetection 


30 


min. 


l/wk. 


Electric Auto-Lite 


Ruthrauff &. Ryan 


Syinphonette 


$4,500 


Music 


30 


min. 


l/wk. 


Longlnes- Wittnauer 


Victor A. Bennett 


Tarzan 


$2,350 


Orama 


30 


min. 


l/wk. 


General Foods 


Foote. Cone &. Belding 
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PROGRAM 

. '■' ' — — — ^ 


COST 


1 TYPE 
1 


LENGTH &. 
FREQUENCY 


SPONSOR 


1 

1 AGENCY 

1 




Tilts ts ^ oro lyrolxO 


$2 850 


So3p Opcr3 


15 


min. 5 wk. 


Seeman Bros. 


FootCt Cone &. BeldinQ 
William H. Weintraub 




f ail all II Monroe 


S5.000 


Music 


30 


min. 1 wk. 


R. J. Reynolds 


William Esty 


— 


W'h<it\ My Line? 


S4.500 


Panel Quiz 


30 


min. 1 'wk. 


Philip Morris 


Blow 




Wendy Warren & .\<'irs 


$4,230 


News (Women's) 


15 


min. 5. wk. 


General Foods 


Benton & Bowles 




Young Dr. Maloiie 


$3,750 

(includes NBC) 


Soap Opnra 


15 


min. 5. wk. 


Procter & Gamble 


Compton 





NIHS sponsovcil radio shows 



PROGRAM 



Back lo God 
lull Henry & The A <•!«'*■ 
Hobby Ilenson 
Capilol Coninieiilary 

Carl S nil ill 
Cecil liroicn, Coniinenlary 

Curl Massey Time 
Frank & ErnesI 

Frank Edwards 
Gabriel llealler 



Green Horiiel, The 
Headline i\eics 



Radio Ilihie Class 
liod & Gun Club of llie Air 
Serfieani I'reslon of llie Yukon 
The Sliadoiv 
Til us Moody 
True Deleclive Myslcries 
Tiveiily Qiieslioiis 



COST 



TYPE 



LEiNGTH & 
FREQUENCY 



SPONSOR 



AGENCY 



$500 
$750 
$1,500 
$350 

$750 
$500 



$6,000 
$750 

$750 

$1,500 
per '/a hr. 



Religious 
News 

Children's 
News 

Musical 
News 

Musical Variety 



Religious 



30 min. l/wk. 

5 min. l/wk. 

30 min. I, wit. 

10 min. 5.wk. 

5 min. I,wk. 

5 min. 5/wk. 

5 min. 5. wk. 

5 min. 2/wk. 



15 min. 5/wk. 



15 min. I;wk. 



Christian Reformed Church 
Johns- Manville 



Kraft Foods (15 min.) 
S. C. Johnson 



Kellogg Company 

S. C. Johnson 
State Farm Mutual 
Automobile Insurance 



Glenn- Jordan -StMtzel 
J. Walter Thompson 
J. Walter Thompson 
Needham, Louis & Brorby 

Leo Burnett 



Miles Labs 



Oawn Bible Students 
Association 



News 
News 



15 min. 5/wk. 
15 min. 5/wk. 



(Each sponsor 
has 15 min.) 



5 min. 5/wk. 



American Fed. of Labor 

Boltone Hearing Aid 

Credit Union Nat'l. 

Association 
Deepfreeze Appliances 
Murine Co. 
Noxzcma Chemical 
VCA Labs 



$3,500 



Juvenile Orama 



30 min. 2/wk. 



Orange Oush Co. 



$350 



5 min 6/wk. 
(with Holland Engle) 
5 min. 6/wk. 
(with Sam Hayes) 
5 min. l/wk. 
(with Frank SIngis- 
er) 



S. C. Johnson 



(15 min. 2/wk.) 



$350 

$1,000 

$3,500 

$2,750 

$750 

$2,100 

$2,000 



Religious 

Sports 

Adventure 

Mystery 

Commentary 

Mystery 




Radio Bible Class 



Pal Blade Co. 
Quaker Oats 
Wildroot (15 min.) 
Wildroot 



Quiz 



30 min. alt. wks. 
30 min. l/wk. 



Williamson Candy 



Wildroot (15 min.) 



Needham, Louis & Brorby 
Needham, Louis & Brorby 



Geoffrey Wade 



Wm. Gleeson & Co. 



Furman. Felner Co. 



Olian Advtg. 

J. Walter Thompson 

Roche. Williams & Cleary 

BBOO 

SSCB 

Duane Jones 



Fiumorrls &. Miller 



Needham. Louis & Brorby 



John J. Aniliony Hour 


$1,500 


Aud. Partlc. 


30 


min. 


l/wk. 


Sterling Orug 


Thompson- Koch 


Ladies Fair 


$3,500 


Aud. Partlc. 


25 


min. 


5/wk. 


Sterling Orug 


D-F.S 


Liillieran Hour 


$700 


Religious 


30 


min. 


1, wk. 


Lutheran Laymen's League 


Gotham Adv. 


Man on ibe Farm 


$750 


Interview 


30 


min. 


1 wk. 


Quaker Oats 


Sherman &. Marquette 


ISick Curler 


$1,850 


Mystery 


25 


min. 


l/wk. 


LIbby, McNeill & libby 


J. Walter Thompson 


I'aiila Slone Slioiv 


$2,250 


1 nterview 


15 


min. 


3/wk. 


Amana Refrigeration 


Maury. Lee &. Marshall 


I'rirale Files of Mallheiv Bell 


$1,750 


Mystery 


25 


min. 


l/wk. 


Seabrook Farms 


Hilton & Riggio 


QiK'i'ii for a Day 


$5,500 


Aud. Partlc. 


30 


min. 


5 wk. 


P. Lorillard 

(15 min. 5/wk.) 
Quaker Oats 


Lennen &■ Mitchell 
Sherman &. Marquette 



Stanley G. Boynton 
At Paul Lefton 



Sherman &• Marquette 



BBOO 



BBOO 



Aubrey, Finlay, Marley &. i\ 
BBDO 



86 



SPONSOR 



PROGRAM 


COST 


TYPE 


LENGTH & 
FREQUENCY 




AGENCY 


l icks Wii's (Ed I'rttitt) 


$330 




News 


5 min. 1 '^wk. 


Vick Chemical 


Morse International 


t'oice of Prophecy 


$500 




Rel igious 


30 min. l/wk. 


Voice of Prophecy 


V/estern Adv. 


W ild mil llickok 


$5,500 




Western 


25 min. 3 wk. 


Kollogg Co. 


Leo Burnett 




NBC sponsored radio shows 


PROGRAM 


COST 


TYPE 


1 r N R T u x. 
L. t n u 1 n <x 

FREQUENCY 


SPONSOR 


AGENCY 


Backstage Wife 


$2,700 




Soap Opera 


15 min. 5/'wk. 


P&G 


0-F-S 


Biff Story, The 


$6,500 





Mystery &. Detcctfon 


30 min. 1 wk. 


American Tobacco 


BBOO 


Bob & Ray 


$4,000 




Daytime Variety 


15 min. 5/wk. 


Co!ga!e-Palmolive-Peet 


William Esty 


Brighter Day 


$3,750 
. (incl. CBS) 




Scap Opera 

- 


15 min. 5; wk. 

- 


P&G 


Young &. Rubicam 


— - - 

Camel Scoreboard 


$1,250 




Sports 


15 min. 1 wk. 




R. i. Reynolds 


_ 

William Esty 


Cai'alcade of America 


$8,000 




Orama 


30 min. l/wk. 


OuPont 


BBOO 


Cities Seri ice Band of America 


$7,000 




Muslcsl 


30 min. l/wk. 


Cities Service 


Ellington 


Counterspy 


$4,250 




Orama 


30 min. l;wk. 


Gulf Oil 


Young & Rubicam 


Dial Dave Garrotvay 


$3,000 




Commentary 


15 min. 5/wk. 


Armour & Co. 


Foote. Cone & Belding 


Dr. Paul 


$3,250 




Soap Opera 


15 min. 5/wk. 


Wesson Oil & Snowdrift 
Sales Co. 


Fitzgerald Adv. 


Doctor's Wife 


$2 850 




Soap Opera 


15 min. 5/wk. 


Ex-Lax 


Warwick & Legler 


Double or Nothing 


$7,500 




Aud. Partlc. 


30 min. 5/wk. 


Campbell Soup 


Ward Wheelock 


Dragnet 


$3,500 




Mystery & Detection 


30 min. l/wk. 


Liggett & Myers 


Cunningham & Walsh 


Duke of Paducah 


$3,500 




Musical 


30 min. l/wk. 


Locke Stove 


Potts-Calkins & Holden 


Father Knoics Best 


$5,500 




Situation Comedy 


30 min. l/wk. 


General Foods 


Benton & Bowles 


Fibber McGee & Molly 


$9,500 




Situation Comedy 


30 min. l/wk. 


Reynolds Metals 


Buchanan 


First Nighter 


$3,250 




Orama 


25 min. l/wk. 


Miller Browing 


Mathesson 


Front Page Farrell 


$2,800 




Soap Opera 


15 min. 5/wk. 


Whitehall Pharmacal 


John F. Murray 


Grand Ole Opry 


$5,500 




Musical Variety 


30 min. l/wk. 


R. J. Reynolds 


William Esty 


Great Gildersleeve, The 


$6,000 




Situation Comedy 


30 min. 1 wk. 


Kraft Foods 


Needham. Louis &. Brorby 


Hollyuood Star Playhouse 


$4,750 




Orama 


30 min. 1 wk. 


American Baker's Assn. 


Foote. Cone & Belding 


1 Hoivdy Doody 


$1,500 




Children's 


15 min. l/wk. 


International Shoe 


Henri Hurst & McDonald 


Inside ?leivs from Hollywood 


$1,250 




Commentary 


5 min. 5/wk. 


Hazel Bishop 


Raymond Spector 


Just Plain Bill 


$2,800 




Soap Opera 


15 min. 5/wk. 


Whitehall Pharmacal 


John F. Murray 



In Boston 



r 




RAY DOREY 

sells for you 
6 A. M. to 9 A. M. 
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PROGRAM 


COST 


1 

1 TYPE 


LENGTH & 
FREQUENCY 


SPONSOR 


■■ 

AGENCY 





l^ife Can lie lleantifnl 


S3, 500 


Snap Opera 


15 


min. 


5;wi<. 


P4G 


Benton & Bowles 





Lorenzo Jones 


$2,250 


Soap Opera 


15 


min. 


3 wl(. 


Ha.!el Bishop 


Raymond Specter 




Mario Lanza Shoir 


$8,000 


Musical 


30 


min. 


l/wk. 


Coca-Cola 


O'Arcy 




Martin Kane, Private Eye 


S4.500 


Mystery & Oetection 


30 


min. 


I,'wl(. 


U. S. Tobacco 


Kudncr 




Martin & Ijewis 


$1 1,000 


Comedy Variety 


30 


min. 


1 /wl<. 


Ligjctt & Myers 


Cunningham & Walsh 




Mary Lee Taylor 


SI. 700 


Women's Service 


30 


min. 


l/wlt. 


Pet Milk 


Gardner 




IS'ews of the fF«>rld 


$1,500 


News 


15 


min. 


5/wk. 


Miles Labs 


Geoffrey Wade 




One Man's Family 


S2,850 


Orama 


15 


min. 


5, wk. 


Miles Labs 


Geoffrey Wade 


Oil ihf lAne With lioh Cnn.tidiiit' 


$750 


Commentary 


15 


min. 


I,wk. 


Mutual of Omaha 


Bozell & Jacobs 


Pepper Ynitiig's Faiiiily 


$3,450 


Soap Opera 


15 


min. 


5/wk. 


P&G 


Benton & Bowles 


Phil Harris & Alice Faye 


$12,500 


Situation Comedy 


30 


min. 


l/wk. 


RCA 


J. Walter Thompson 




Pure Oil \eivs Time 


$3,500 


News 


15 


min. 


5/wk. 


Pure Oil 


Leo Burnett 




Railroad Hour 


$1 1.000 


Musical 


30 


min. 


1 wk. 


Assn. of Amerkan Railroads 


Benton & Bowles 






















Right to Happiness 


$2,850 


Soap Opera 


15 


min. 


5/wk. 


P&G 


D-F-S 




Road of Life 


$3,250 


Soap Opera 


15 


min. 


5/wk. 


P&G 


Compton 




Roy Rogers 


$8,000 


Western 


30 


min. 


l/wk. 


General Foods 


Ben'.on & Bowles 




Stella Dallas 


$2,850 


Soap Opera 


15 


min. 


5/wk. 


Sterling Orug 


O.F-S 




Strike It Rich 


$8,000 


Aud. Partic, 


30 


min. 


5/wk. 


Calgate-Palmolive-Pect 


William Esty 




Sunoco Three Star Extra 


$2,250 


News 


15 


min. 


5'wk. 


Sun Oil 


Hewitt. Ogiivy, Benson & M, 




Telephone Hour. The 


$ 1 2.500 


M us'cal 


30 


min. 


1 W|(. 


Bell Telephone 


N. W. Ayer 




Theatre (riiild on the Air 


$12,000 


Orama 


. 1 


Iir. 1 


wk. 


U. S. Steel 


BBOO 




Trntli or Consequences 


$4,500 


Aud. Partic. 


30 


min. 


l/wk. 


Pet Milk 


Gardner 




Two for the Money 


$10,000 

(for simulcast) 


Aud. Partic. 


30 


min. 


l/wk. 


P. Lorlllard 


Lenr.Cn & Newell 


t Oice of Firestone 


$18,000 

(for simulcast) 


Musical 


30 






Firestone Tire & Rubber 


Sweeney & James 




Welcome Travelers 


$4,000 


Aud. Partic. 


30 


min. 


l/wk. 


P&G 


Blow 




Woman In My House 


$2,750 


Soap Opera 


15 


min. 


5/wk. 


Manhattan Soap 


Scheldelor, Beck & Werner 


You liet 1 


our Life (Groiicho Marx) 


$18,500 
(radio & TV) 


Quiz-Aud. Partic. 


30 


min. 


l/wk. 


OeSoto Motor 


BBOO 




Young Dr. Malone 


$3,750 

(includes CBS) 


Soap Opera 


15 


min. 


5/wk. 


P&G 


Blow 


Yoiiii^ JFitlder Itroivii 


$2,500 


Soap Opera 


15 


mIn. 


5/wk. 


Sterling Orug 


O-F-S 


Your Hit Parade | 


$7,500 


Musical 


30 


min. 


l/wk. 


American Tobacco 


BBOO 



Here's what... 

5000 watts 

covers when you buy it on... 



COtmntS IN NOfiTH- 



W » SCRANTON 



N. E. PENNSYLVANIA'S MOST 
POWERFUL STATION DAY & NIGHT 



590 



ktprtttnltd NaHonallf by GIOKGC t> HOlllNGBfiir CO. 
NEW VOSK • SAN FRANCISCO 
ATLANTA • CHICAGO • lOS ANGELES 



918,000 - 

POPULATION I 

4,193,607,000 



^735,441,000 

■ITAU. SAUS 
wIlhAMC 
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tiroa(lcasl<>r!i aiul most radio re- 
ceiver nianiifacliirers undersold radio in 
the early days of lelevision. This \*as a 
mistake, since the demand for radio sets 
continued to rise steadily and radio 
broadcasters have never done more 
hnsiness. 3Iiich of the radio iiroudcast. 
ers' business is coming from a new 
source — from the local retailer who is 
awakening lo the tremendous advan- 
la^es of this lf)w-eosl medium. Radio has 
never been stronger. In my opinion, it 
will remain strong. It is the best buy 
you can gel for lliv money you spend in 
most lines of merchandising and selling. 
So lelevision is not proving a bogey-man 
at all. I>ike m<»st things new, the peo- 
pl<' — providentially, perhaps — were pre- 
pared for a magnificent new produrl 
of scienre: as they were ready for the 
steamboat, the airplane and the unfold, 
ing of atomic; dvelopinent.'^ 
HAKOI.D E. FELLOWS, Pres. IVAUTH 
★ ★★★★★★★ 

SPONSOR 



NET RADIO PROGRAMS 

{Continued from page 27) 

of its big name packages which it has 
under heavy guarantees, namely, Bob 
Hope and Red Skelton. NBC's guar- 
antee to Skelton is reputed to be Sll,- 
000 a week for 39 weeks, whether sold 
or otherwise. NBC last week under- 
took to liquidate the Skelton obliga- 
tion partially by linking up the come- 
dian with the Judy Canova and Barn'e 
Craig Shows in a Tandem Plan. Hope's 
three-year deal with NBC, covering hia 
services in both radio and TV, is re- 
ported to guarantee him $1,100,000. 

6. The number of sponsored pro- 
grams making their debuts on the net- 
works this fall as untested elements can 
be counted on the fingers of one hand. 
NBC has in this category the Jergens 
Hollywood Playhouse and Two for the 
Money, an audience participation pro- 
gram emceed by Herb Shriner. ABC's 
newcomers to the sponsored schedule 
consists of two recorded hillbilly musi- 
cal shows (General Mills), jockeyed 
by Cal Tinney and Bill Ring. The in- 
novation on Mutual is the five-minute 
Titus Moody commentary, with Wild- 
root paying the bill. 

7. Two other vintage shows that 
are back on NBC with sponsors are 
Truth or Consequence (Pet Milk) 
and The First Nighter (Miller Beer). 
In terms of sponsored service, Nighter 
ranks as perhaps the oldest half-hour 
dramatic show in network radio. NBC's 
last season commitment on father 
Knows Best turned out a worthwhile 
investment. After a layoff interval. 
General Foods has again taken the sit- 
uation comedy under its wing. On the 
other hand, NBC is still holding an op- 
tion on Halls of Ivy, with no prospects 
reported at this writing. 

8. The over-all cost of sponsored 



network programs this fall will prob- 
ably run about parallel in terms of per- 
centage with network time billings. 
The weekly program outlay by adver- 
tisers on the four radio networks conies 
to Sa90,000, which is around 35% 
under what it was last year. Broken 
down by network this weekly program 
tally (calculated on the estimated costs 
contained in the charts on {)agcs 28, 
29) figures as follows: CBS, $420,000; 
NBC, $278,600; ABC, $124,000 and 
MRS, $68,000. Just as a point of con- 



"Tliore are only two thiiig>« today lhat 
offer greater impact than television — 
women and lH{uor. And on a cost basis, 
tele\ ision can lick both of them." 

JOHN A. THOMAS 
Head of TV Account Service 
RBDO 



trast here's how the weekly total pro- 
gram bill shapes up in sponsored net- 
work television: CBS, $1,100,000; 
NBC, $990,000; ABC, $212,000, and 
DuMont, $58,000. 

9. Several of the major advertisers 
broached in this survey indicated thev 
were considering plans for expanded 
participation in nighttime network ra- 
dio, but the buys, as one of them ex- 
pressed it, "would have to be along eco- 
nomical lines that fit the present pic- 
ture." Said one of these ad managers 
(a major drug company) : "Ours is a 
national market and we need the atten- 
tion of those non-TV homes, which we 
estimate will still be over the 50%- 
mark through 1953. However, what- 
ever budget shifting we do back into 
nighttime radio will be with the ex- 
plicit thought to give them per- 
sonalities and program with which 
they are thoroughly familiar." 

10. Like NBC and its Tandem Plan, 



CBS is back in the field with a satura- 
tion spot offer with Meet Tillie, Mr. 
Keen, and Your FBI as the program- 
ing bait. The latter two shows each 
have a rt>cord of sponsored service. 

Of all the networks CBS is most ag- 
gressive in seeking to develop new per- 
sonalities ami new dramatic packages. 
It's been putting the sales emphasis on 
such shows as December Bride, with 
Spring Byington, the London-produced 
Horatio Hornblower, and Gunsmoke, 
a psychological Western. CBS admits 
that with all its efforts there hasn't 
been even a nibble from an advertiser 
on any of the three newcomers to the 
fold of network radio. The efforts in- 
cluded putting the programs on long- 
playing records and distributing cop- 
ies among agencies. CBS is in the proc- 
ess of getting out a questiomiaire to 
these recipients, asking which of the 
programs they liked. 

Most of the program buying execu- 
tives in agencies contactetl by SPONSOR 
appeared to be of the opinion that it 
w-ould be quite futile to try to sell an 
advertiser on a new program or per- 
sonality until such time as the net- 
works no longer have on the shelf and 
under conniiitment shows or personali- 
ties with high rating backgrounds. 
Quipped an agency executive: "Why 
offer something unknown to a client 
when for not much more money you 
can get a network off the hook with 
regards to a well established star?" 

A breakdown of sponsored network 
programs by type (see chart on page 
27) discloses somewhat of a dip in 
mystery shows and quite a jump in 
musical shows of various descriptions 
as compared to a year ago. Straight 
dramatic shows exceed for the first 
time in years the quota of crime-themed 
fare, while situation comedies are hold- 
ing their own. ★ * ★ 



In Boston 



r 





Folks just love 

CHRIS EVANS' 

additional half hour 

1.00 to 1.30 P.M. 
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YOU NEED 
THE ir STATE 




TO WIN! 



Yes, voii slioiiltl hiir«'ly iiu'linle tli*^ 
litMueiMloiis W (^Y «M)v»Mafrc area 
in iiiakiii<! your "*eaii«li,«lale's" 
cainpai^ii plans. 

\\ (^\' is a "must"' luarkol area 
ft>r y«ni iunl your sponsor. (!ov»'r- 
injr f«unilios in Eastern L psljile 
N«^w York an<l Woslern New En<r- 
lan«l for ihe pasl M) veins. W {j\ is 
the lop !:;lali(>n in llie aroii. 

Not «'onrnie«l lo a sin<j;le eil_\. 
\\(iY blanket s 22 eilies with a 
])opiilattoii of 10.000 or more. 

Jiisl look al ihis market tlala! 
(^«Miipare«l lo llie niiijor metro- 
politan eenters in the nation and 
l>ase«l on (igines in the 19,}2 Siiriey 
of Bityinii Pon er. the \\ (»Y areii 
is e\eee«le«l only hy New York ami 
Chieago in population, total retail sales an«l food sales! 

Ihe W'CiY ar«ui ranks Itli in Fnrniliue-lloiiseliold, Drug 
and Automotive Sales and 5tli in General Merehandise Sales 
when e<mipare<l to the major eities of the <-<niutr}. 

Containing larg«' rural and urban populations, the 17th 
Stiite* represents ii true cross section of the eoiiutry. oNIake 
sure your sp«Mistn' scores plenty of votes for his product in 
the form of sales by including the 17lh State* in y«nn- 
Ccunpaign phms. 

YOU CAN COVER THE 1?" STATE* 
WITH ONLY ONE STATION 



*The W G V coverage are<i is ;io named because 
ils effective Iniyinp income exceeds that of 32 
o f the ntitioii'a States. 



WGY 



Studios in 
SCHENECTADY, N. Y. 



Represented 
Nationally 
by 

HENRY I. CHRISTAL 



COVERAGE SERVICES 

{Continued jruni page 35) 

of Statistical Tabulating Co., j)rubably 
tlie woi'lrrs largest firm handling finan- 
cial and business tabulations. 

(The growing roin|)etition between 
tlipse two eo\erage services has often 
been headline news in the trade press 
in recent months. Background to the 
coiitro\ er-\ . which has largely centered 
on methods and techniques, can be 
found in two earlier spOiNSOr articles. 
The first, '"The 1952 BMB: facts and 
figures." appeared in the 25 February 
1952 issue. The second. "Coverage 
contro\'ers) : Is BMB method ol)so- 
h te'.'''' in the 1() June 1952 sponsor.) 

(Choosing between the two firms has 
become an increasingly tough problem 
for the a\erage adman. Some of the 
charges, counter-charges, and state- 
ments from Nielsen and SAM have 
been as heated as the politicking of 
the upcoming Presidential election — 
and often as confusing, \etworks and 
stations who have purchased one or 
the other of the two coverage services 
ha\p joined the ruckus, until the air 
has been filled with a partisan l)Oni- 
])ardmpnt of research blockbusters. 



1^ 




571,000 PEOPLE 

$420,267,000 Effective Buying Power 

$367,535,000 Retail Sales* 



KWFC 

Hot Springs, Ark. 

KCMC 

Texarfcana, Ark.- Tex. 



KAMD 

Camden, Ark. ' 



H GOLDEN TRIANGLE IN A 
RICH, GROWING MARKET 

ONE ORDER • ONE CLEARANCE 
ONE BILLING 
Sold singly or in groups 

For details, write to: 
FRANK O. MYERS, Gen. Mgr. 
Gazette BIdg., Texarkana, Ark-Tex. 
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"Why are there two coverage serv- 
ices measuring tlie same thing?" ad- 
men ask. "What's the difference he- 
tween them?" "Which of the two is 
hest lor my purposes?" "What are the 
differences in costs to an agency or cli- 
ent between NCS and SAM?" '"\Miich 
provides the most extensive circulation 
<lata on radio and video?" 

It is not the purpose of this SPONSOR 
anal) sis of the two coverage s\ stems 
to state, on the basis of the first round 
of reports from both companies, that 
one or the other is a "hest buy." Too 
many factors of agency and client size, 
investment in radio and/or TV, type 
of campaigns most often used, extent 
or distribution of product preclude anv 
generalized answers. Agencies and cli- 
ents alike must decide for themselves, 
on the basis of individual needs mea- 
sured against what the two services ac- 
tually provide, which of the two they 
will swear by in daily use. 

However, sponsor feels that a sur- 
vey of the nmin functions and differ- 
ences of both Nielsen Coverage Serv- 
ice and SAM's Standard Report, in 
the light of advertiser needs, will help 
many a puzzled adman to make up his 
mind, and to view both coverage serv- 
ices in their pri»per perspective. 

Q. If hen will data be available? 
A. sponsor checked with both cover- 
age services, who gave these as their 
approximate delivery schedules: 

Melseii Coverage Service — Has re- 
leased a set of figures covering "To- 
released a set of figures covering "To- 
tal U.S. Radio Homes" (43.849,170— 
up three million over 1950) and a se- 
ries of state-by-state radio ownership 
figures. Other data upcoming: 

• ISCS county-by-county 1952 ra- 



dio/TV lionies totals have been par- 
tially released to stations, starting 10 
September, and continuing currenti). 

• \CS Station Reports, which show 
a station v\liere its audience is, and the 
first of the jNCS Network Ucports will 
be sent out starting early next month. 

• A I ..S. report, covering 4<! states, 
will have been completed by late O v- 



'*Ra(Iio lias gained its unparalleled cir- 
culation because it reachi's Americans 
through more than 105 million radit> 
sets. The need for radio — the con- 
tinuing need — is hnilt right into the 
fact that last >ear people honght 10.- 
000,000 additional radio sets. All this 
nione.v is not heing invested in radio 
spt.s so they can be used as ht>okends. 
They're being bought because people 
use them — because ratlio is au integral 
part of onr way of life and of our qne^t 
for entertainmeut and information.*' 

JOHN KAKOL. f .1'. 

CBS Radio 



tober or early November. Ibis will 
show what stations (radio and TV) 
get into what counties throughout the 
U.S.; is in the form of 4o state books. 

• An NCS "Complete Circulati(Hi 
Report," which will cover all figures 
for all stations in all areas plus a lot of 
<iualitative data, will be readv for agen- 
cies and advertisers by the early part 
of 1953; includes non-subscriber data. 

• NCS Special Reports will be pre- 
pared for clients who want to match 
radio and TV coverage with sales ter- 
ritories, or other similar breakdowns, 
at extra cost. The-e will proceed, on 
agency demand, as soon as the Area 
Reports are developed. 

Standard Report — As sponsor went 
to press, SAM had already released 
BMB-type data covering more than 20 



states, in terms of county-b\ -countv , 
fit) -b) -city re])orts on the number of 
radio families represented therein. Full 
SAM data covering the size of audi- 
ences of air outlets by counties and 
cities should be in the hand- of sta- 
tions and timebuyers by "late \<nein- 
ber," according to SAM's Dr. Kennetli 
H. Baker. Thereafter, special tabula- 
tion jobs- similar in some respects to 
the \(>S Special Reports— will be done 
to order. 



Q. U'ho has signed for what? 
A. Both NCS and SAM were adding 
to client lists as this report was being 
written. Competition is keen when n 
comes to station subscribers, since 
SAM nmst make its living primarily 
on station support. SA^M has lined up 
"around 400" stations in all parts of 
the country, both radio and T\'; Niel- 
sen would not disclose his station sub- 
scriber figures, but it is believed to be 
around 100, and possibly less. 

At the network level, competition is 
equally keen. SAM has signed with 
CBS Radio; NCS has lined up NBC 
Radio and CBS TV. NBC's video web 
has an option on NCS. ABC and Mu- 
tual are still making up their minds. 

SAM isn't faced with the same kind 
of problem as NCS in lining up agen- 
cies and clients, since SAjVI will dis- 
tribute much of its data to them at 
little or no cost. NCS is just begin- 
ning its sales pitch to agencies. 

Q. As jar as spot timebuyers at agen- 
cies are concerned, which service gives 
the most comprehensive data on radio 
and TV circulation? 
A. Generally speaking. iXielsen Cover- 
age Service provides a more extensive 



In BoMon 
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OWNfO AND OPERATED &Y THE BOSTON HERAiH-TRAVElER COftP, 



WHDH 



50,000 WATTS 




John Bhir i- Co. 
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Now available in reprint form 

4 BASIC TOOLS FOR SPONSORS 



Radio Basics (rey'ised, 19S2) 

\6-page supplement reprinted from 1952 Fall Facts 
issue. Includes 31 charts and tables statistically out- 
lining the vital facts of radio distribution, listening, 
cost-per-thou^and, out-of-home listening, comparative 
media costs, hour-by-hour listening, ejects of TV, etc. 



Please send me copies of 

RADIO BASICS and Bill me later 



Name 
Firm 



Address _.. 

SPONSOR 510 MADISON AVE.. NEW YORK 22 



lOc. each in 
quantities of 
100 or more; 
15c. each for 
25 or more; 
25c. for Jin- 
gle copy. 



TV Basics 



(a SPONSOR first) 



16-page reprint of supplement appearing in sponsor's 
Fall Facts issue. Statistical data on TV homes, viewing 
habits, cost-per-thousand, comparative media costs, 22 
charts presenting the case for TV as gathered from the 
best available research sources. 



I 



Please send me copies of 

TV BASICS and Bill me later 

Name _.. . 

Firm - 

Address 

SPONSOR 510 MADISON AVE.. NEW YORK 22 



lOc. each !n 
quantities of 
100 or more; 
15c. each for 
25 or more; 
25c. for si'n- 
gle copy. 



TV Map (showing TV locations and network links) 

Shows every TV market and stations; lists number of 
sets in market, net affiliation of stations; representative 
for each station with New York phone number. 



Please send me copies of 

TV MAP and Bill me later 

Name 

Firm 

Address 

SPONSOR 510 MADISON AVE., NEW YORK 22 



lOc. each, 50 
or more; 20c. 
each, 10 or 
more; single 
map free to 
subscribers; 
additional 
copy, 25c. 



International Basics 



(Radio & TV Abroad) 



Basic data on stations in the 50 countries outside 
U.S.A. that permit commercial broadcasting. Charts 
of international market and radio coverage; compari- 
son with newspapers; U. S. imports; U. S. advertisers 
and moneys spent; agencies doing business abroad, etc. 



Please send me — copies of 

INTERNATIONAL BASICS and Bill me later 



Name 
Firm 



Address 

SPONSOR 510 MADISON AVE., NEW YORK 22 



lOc. each fot 
50 or more 
copies; 20c. 
Der single 
copy. 



SPONSOR 



The 



USE 



magazine for radio and TV advertisers 



J 



breakdown of how many people are 
listening to a radio or TV outlet, and 
where (geographically) they're listen- 
ing. 

Timebuyers who work with NCS 
data are most likely to he using the 
Comprehensive Area Reports. These 
are state-by-state reports on daytime 
and nighttime coverage. They are 
broken down by ''NCS Areas" (coun- 
ties or clusters of counties) and show 
the total radio and/or TV outlets that 
are tuned to in these areas. The cover- 
age data include: a percentage of total 
homes in the particular NCS Area dial- 
ing the stations entering the area, fig- 
ured on a combined day-night basis 



over a month; daytime coverage data 
(four- week cumulative, weekly, aver- 
age clay) ; nighttime coverage data 
comparable to daytime, and the per- 
centages of radio or TV homes. 

It's well to point out that the amount 
of information on a station's circula- 
tion is directly relative to the extent 
of its iVCS subscription. In other 
words, if a station is going the whole 
hog and is buying the "Comprehen- 
sive" rather than "Basic" NCS station 
service, all of its area circulation fig- 
ures are shown; if it is a non-subscrib- 
er station, only its "Market Index" 
( percentage of total homes dialing 
regularly in a month) is shown. Agen- 
cies, who want data on non-subscriber 
stations, will have to have "Special 
Report" made at extra cost. 

Timebuyers working with SAM data 
will work mainly from SAM station re- 
ports. Ihe difference is roughly this: 
Like the old BMB reports, SAM sta- 
tion reports show the counties that a 
station penetrates, often cutting across 
state lines, and do not show on each 
individual station report the circula- 
tion in the same counties of competing 
radio and/or TV outlets. Also. SAM 
station reports give data primarily on 
total weekly audiences, and then give 
further BMB-type composition figures 
on these total weekly audiences. 

Q. Can agencies get data on the non- 
subscribing stations, both radio and 
TV , from either of the services? 
A. To a certain extent, the answer is 
"yes" regarding both NCS and SAM 
non-subscribers. Obviously, since both 
organizations are offshoots of private 
concerns who hope to make a business 
pi-ofit, getting non-subscriber data isn't 
a cinch. The idea behind this is equal- 
ly obvious; stations who don't sub- 
scribe, and thus don't have their facts 
and figures before the eyes of timebuy- 
ers, may get lost in the buying shuffle. 

However, as pointed out in the pre- 
vious question and answer, NCS pro- 
vides a key nugget of information — the 
"NCS Market Index," a percentage of 
total homes dialing a station in an area 
over a month's time— on all stations in 
its area reports. After that, as far as 
non-subscribers are concerned, agen- 
cies and advertisers who have taken the 
NCS "Comprehensive" subscription 
can order some of the non-subscriber 
data in the form of Special Reports di- 
rect from NCS. 

SAM just doesn't send to agencies 




WASIlINGTOiN, D. C. — New car 
dealers in nearly every conimnnity 
in America will offer voters free 
transportation to the polls in this 
year's important presidential elec- 
tion. 

Tlie country's new car dealers 
are local hiisinessmen close to the 
people of their commimities, and 
are in the nnique position of he- 
ing able to offer free transporta- 
tion to those who'll need it. 

Dealers are heing nrged hy 
their national association to use all 
availahle cars for hringing to the 
polls voters who might otherwise 
not he ahle to get there and thou- 
saiuls are responding! 

New car dealers offer this puh- 
lic service in a wholehearted belief 
in the privilege of the hallot. Tliis 
is a nonpartisan effort to turn out 
a record hreaking vote. Keynoting 
action is their slogan . . . *'Vote as 
you please, hut VOTE." 

Participating dealers recognize 
that voters must know of the avail- 
ahility of transportation and many 
will use posters and window strips 
to catch piihlic attention. Many 
new car dealer-groups will iise 
promotional kits, being prepared 
now, containing sugges'ed news- 
paper ads, logotypes, radio copy, 
press and radio releases, etc. Mats 
for ad-use will he made availahle 
to these groups. 



One of a series from the ISatioiint Auto- 
mobile Dealers Association — Any mate- 
rial contained herein may be re/troiluced 
tvithout permission 

for further iitformatioii or research 
nialerial on New Car Dealers, wrile or 
phone: 

DIRECTOR OF PUBLIC RELATIONS, 
N A D A 
1026 17X11 ST. N. W. 
WASHINGTON, D. C. REPUBLIC 6946 




. . . it's wonderful! 

, . . we've been going steady 
with seasoned national and 
local advertisers for over 18 
years, so we're inclined to 
agree. Make a date with 
KFYR to cover the agricultural- 
ly wealthy North Dakota mar- 
ket. 




5000 WATTS-N. B.C. AFFILIATE 
Rep. by John Blair 
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The August Issue of 



ieuiAion 



y^iiclience ^odaij 
covers the subject 

Summertime 
^eievlsion 

This study is basically concerned 
with answering the following 
questions : 

WHA T is the ;i\ei;ii^e daily time 
])(•] in(li\ idiial. (lining ihe 
siininici, spent on \\ as 
<oiii])ai'ed with ladio. news- 
pajjers, niaga/iiits and bonks? 

\\'II A 1 is the a\<iilaljihiy, and use 
ol the \\ set, by hourly peri- 
ods throiij^lioiu the a\eragc 
smnnier tlay? 

\\ 1 1 \ I liap])ens when a winter 
])i()grani is ie]jlaietl by a siuu- 
nier prugjani? What ]>ei(ent- 
age ol the aiidiente is re- 
tained? What percentage of 
the aiidienie is new? 

WHAT ha]3pcns when a winter 
])rograni continues through 
the siininicr? What percentage 
ol the audience is retained? 
What percentage ol the audi- 
ence- is new? 

HOW ini]jortani a factctr is "\a- 
cations" in the si/e ot the 
siimmertiine aiidienc e? 

HOW do telc\isic)n owners e\alii- 
ate tele\ision as a loriii ol" 
sinnniertinie eiitertainnieni? 
I low do they feel this siini- 
nier's jjrogiaiiis (oni])are with 
last siininiers? 

For the answers to these and 
other questions about summer 
television, order your copy 



NOW 

...^clverleit il^edearclx 
90 BAYARD ST. 

NEW BRUNSWICK, NEW JERSEY 
CHarter 7-1564 



an\ M)it of station report on iioii-sub- 
«eriijer?. «eii<ls onh the re]>iprts of sta- 
tions who do subscribe. Subscriber 
stations. lio\se\ er. can order special re- 
ports from SAM (at nominal tabulat- 
ing eostsi for their own use whieh will 
include non-suliseriber data insofar as 
these outlets eoni|)etc in the suljserilj- 
ing stations eo\'erage area. llien. 
this ma\ be passed along to ageniees. 

Q. Apart jroin their value as time bur- 
ing tools, what are some of the changes 
that are likely to take place in the in- 
dustry as a result oj yCS and SAM? 

A. si*o.\SOK interviewed se\eral lead- 
ing researeliers, agency exeeiitivcs, net- 
work sales exeeuti\es, and others on 
this i]uestioii. Heie is their concensus: 

1. Although sponsors may not be 
afTeeted directly, radio networks ma)' 
leadjust their net\vork |jayiiients to 
radio stations on the basis of the ne\v 
coverage data. Hints of this have al- 
ready come from NBC. It works like 
this: If a station s circulation has 
dro|)ped off. pei ha[)s bec-atise of T\ 
competition, its rate of pavmeiit from 
the network may be cut. If a station's 
eireulalion has gone u]). l.)eeause of 
power increases or lack of T\ ccjinpe- 
titic)n in non- TV areas, [lavmenl to it 
from the network may go u]j. 

2. Some adjustments may Ite made 
in the Nielsen Audinieter samples as an 
outgrowth of coverage data. NB(^ Di- 
rector of Plans and Researc h Hugh M. 
Heville recentlv stated to spoiNSOIj: 
"NCS w ill give Nielsen reliable dala to 
serve as a basis for corrc^c-ting the pro- 
portion of nmlliple-set radio homes in 
the NRI sample." Nielsen isn t exact- 
ly duty-bound by contrac ts to do this. 
However, Nielsen has "declared his in- 
tent" to adjust the WW sample, which 
presently contains about 25'7 multi])le- 
set hc)nies. 

3. A new perspc^c;tive max be put on 
television circulation as a result of the 
NCS county-by -count) and eity-by-city 
estimates of families that ha\e TV set.-. 
So far. the entire industry has general- 
1) relied on NBC Telex ision s researcdi 
department for market figures on T\'^ 
set counts. NC.*>'s probabililv sampling 
should give more accurate figme.s. 

4. (ienerall) speaking, the new eo\- 
erage chita will add the final dimension 
lo radio-TV research. Willi the ad- 
vent of N('S and S \M. radio and tele- 
\ision become the "mcjst reseaivlied' 
of all ad\erlising media. * * * 




Same old story 
in Rochester . . . 

WHEC WAY 
OUT AHEAD! 

Consistent auc^ipnce rjtir 
leader since 1943. 

WHEC 



ROCHESTER, N.' 
5,000 WATTS 



JfaprBHnroh'm . . . ^ 
EVEREtT.MiHINNET, Inc., Niw T*t^ Chlrqg. 
LEE F. O'CONNEIL CO.,Lei Angil*^ S.n Fnnfi»n 




KWJ J . 

Helps you to <P 

"spot" 




Prospect" 




KWJJ spot announcements bring 
big results to advertisers who 
want to cover the Portland Area 
with a small budget. KWJJ's pro- 
gram variety, its listener popu- 
larity and its 10,000 watt cover- 
age give you an advertising buy 
that is an unusual Radio Value. 



KWJJ 



OREGON'S MOST POWERFUL 
INDEPENDENT STATION 

STUDIO & OFFICES 
1011 S. W. 6th Ave. 
PORTLAND 4, OREGON 

Nat'l. Representatives 
WEED & COMPANY 
New York, Chicago, Detroit, Boston, Atlanta, 
Hollywood, San Francisco 
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SPOT RATES 

[Continued from jxige 30) 

there reduce jiighttinie rates it may not 
liave much of an effect. Clients may 
not want to bother going back into 
nigbt just for a station here and there. 
If they know that they can buy night- 
time most everywhere at a reduced 
rate and without making deals, we may 
have a better chance. 

"Our stations will be watching the 
picture closely all fall and the thing 
will probably jell one way or another 
by the first of the year at the latest. , 
Those that don't reduce nighttime then 
will follow within the next six months." 

Owner of rep firm ivith list including 
many independents : "Cut rates? Most 
of our stations will raise. In some 
areas the population has doubled since 
the stations set their rates. In those 
cases the stations are justified in get- 
ting increases. 

"Of course we've run into difficulty 
at night in TV markets. The deals are 
fast and furious. Big network affiliates 
have undercut us to take announce- | 
ment schedules away. We'd like to see 
an end to that kind of business because 
everyone is hurt eventually." 

Executive in charge of spot sales for 
important block of poiverhouses: "W^e 
have no immediate plans for a reduc- 
tion. We're going to play it by ear. 
Business is rolling along well so why 
change things. If business drops off, 
we ll go into it. The type of reductions 
to be given eventually will dej^end upon 
the business problem. If the large ad- 
vertisers are pressing us. we may take 
the discount route. If it's a general 
problem, we'll lower the rate card. ' 

V .p. in rep firm with list of major 
stations: "My only thought is that 
every case is individual. There can't 
be any cross-country formula. Each 
station will set its rates according to 
how strong the competition is and how 
business shapes up." 

Owner of rep firm in the middle 
ranks by billings: "We've talked to 
many of our stations. With few excep- 
tions there will be no cut until they're 
pressured by circumstances. For us 
nighttime business just doesn t exist in 
the T\ markets. It seems dul)ious right j 
now that even a su])Stantial nighttime ! 
cut would help. W^e're hopeful that j 
eventually it will snap back, however. 
As far as daytime rates are concerned, 
we've discussed raising some of them 
when the SAM report comes out." 



How to sell a bank 
...via radio 

These banks are sold on radio because they sponsor 
Fulton Le\v'is, Jr. 



Name of Bank 


Location 


Station 


Covington County Bank 


Andalusia, Ala. 


WCTA 


First National Bank 


Anniston. Ala. 


WSPC 


Dothan Bank and Trust Co. 


Dothan, Ala. 


WAGF 


Traders & Farmers Bank 


Haleyville, Ala. 


WJBB 


American National Bank & Trust Co. 


Mobile, Ala. 


WABB 


iJurns National Bank 


Durango, Colo. 


KlUP 


Colorado Savings and Trust Co. 


La Junta, Colo. 


KBNZ 


Security Trust Co. 


Wilmington, Del. 


WAMS 


F'lorida National Bank 


Lakeland, Fla. 


WONN 


First Trust and Savings Bank 


Davenport, Iowa 


KSTT 


Continental American Bank & Trust Co. 


Shreveport, La. 


KENT 


Jackson City Bank 


Jackson, Mich. 


WKHM 


First Peoples State Bank 


Traverse City, Mich. 


WTCM 


Commercial National Bank and Trust Co. Laurel, Miss. 


WLAU 


American National Bank 


St. Joseph, Mo. 


KFEQ 


Fremont National Bank 


Fremont. Neb. 


KFGT 


Chase National Bank 


New York, N. Y. 


WOR 


Union Trust Company of Shelby 


Shelby, N. C. 


WOHS 


City National Bank and Trust Co. 


Columbus, Ohio 


WHKC 


First National Bank 


Ironton, Ohio 


WIRO 


First National Bank 


Chickasha, Okla. 


KWCO 


Union Bank of Erie 


Erie, Pa. 


WLEV 


Northern Bank of Tennessee 


Clarksville, Tenn. 


WJZM 


Carter County Bank 


Elizabetliton, Tenn. 


WBEJ 


National Bank of Commerce 


Jackson, Tenn. 


WDXI 


Laredo National Bank 


Laredo. Texas 


KUOZ 


1 'copies National Bank 


Tyler, Texas 


KGKB 


Waggoner National Bank 


Vernon. Texas 


KVWC 


American National Bank & Trust Co. 


Danville, Va. 


WDVA 


Peoples National Bank 


Aberdeen, Wash. 


KXRO 


Flattop National Bank 


Bluefield, W. Va. 


WKOY 


Merchants National Bank 


Montgomery. W.Va 


WMON 


First National Bank 


Rhinelander, Wis. 


WOBT 



Currently sponsored on more than 350 stations by 752 local adver- 
tisers, Fulton Lewis, Jr. offers a tested means of reaching customers 
and prospects. There may be an opening in your locality. Please 
check your iMutual outlet. 



Jf: For copies of material showing actual results, 
use this coupon. 



Cooperative Program Department 
Mutual Broadcasting System, Inc. 

1440 Broadway, New York 18, N. Y. 




Please send data on Fulton Lewis, Jr. 


Name 




Company 




Address 




City 


Zone State 
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IN EFFECTIVE 
BUYING INCOME 
per CAPITA 

among Sales Management's 
162 Metropolitan Areas 

Distributors and merchants 
here are pleased that the 
Ouad-City area has moved 3 
steps ahead to I Ith place in 
the effective buying Income 
category. This great depth 
of quality among 240,500 
Quad-Cltlans is a pretty 
good promise of success for 
the advertiser who has quali- 
ty merchandise to sell and 
does It wisely through the 
use of WHBF-TV now re- 
ceived by over 123,000 TV 
set owners. 

Les lohnson. V P. .ind Cen. Mgr. 




WHBF;: 

TilCQ IOILDlH(r, ROCK ISLAND, IlLINOIS 




Of Rjdio-vVisel Gel extra powei 
behind your sales message through 
■'Personality Selling" on Rahall 
Stations . , . where listener 
loyalty really pays off! 

ADIOS TOP 

• AUDIENCE 

• PERSONALITIES 

• MARKETS 

Yes, on all 3 vital points, 
Rahall Stations deliver the 
goods. 

1000 W ALLENTOWN , PA. I3J0 KC 
500 W NORRISTOWN .PA. IIIO KC 

1000 8ECKIEY, W.VA. 620 KC 

Nuiiona/ Rcptsieniai'i'^ei 

(a) WEED and CO. 

(b) WALKER & CO. 



RAHALL STATtam 




Owner oj another rep firm in same 1 
size range as above: "The night? are 
sad. I'd say 85% of our hiUings are 
daytime. At that rate I think the night 
rates will have to come down. I feel 
we could do good business if there was 
a reduction down to what's heing given 
an) wa) in special ))ackage deals. 
Evtntuall)' the one-rate system for 
nights and days will come into being. 

"I'm against di.-count juggling as the 
way to reduce dates. Once you do that 
you add to the trouble timebuyers have 
to go through. Let's keep spot buying 
as simple as we can. With big chunks 
of money spent, it's all right to have 
tricky discounts in network buying. 
(Editor's note: It's said that it took 
NBC two weeks to figure out just what 
the CBS rate cut by discount meant 
before NBC acted.) But spot buying 
has enough complexities already." 

Sales executive with &/ of power- 
houses: "There will be no national spot 
reductions a<'Cordiiig to a formula. At 
some stations there is more listening 
now than in 194o for some parts ot ^ 
the day. The changes in listening pat- i 
tern vary f onsidcrably from city to ' 
city. It all boils down to a matter of 
how many listeners are you delivering. 
For our stations, which are in the 
cream class, I'm sure that based on the 
homes using radio we could easily sell 
out evenings by making a small read- 
justment of night rates. Such a change 
is not unlikely in the next few months. 

"We're not discouraged about the 
evenings. We've been selling hard and 
making good sales. We think nights 
still have advantages for the advertiser 
in the way of more lisleni^rs per set 
and more men in the audience." 

Veteran timebuyer and media execu- 
tive in major agency: "There's no way 
}'ou can generalize about what's going 
to happen to stations right now. But 
the trend will be toward a single rale 
for days and nights. The stations won't 
change now when business is uj) but 
they'll move when they have to. 

"What I'm hoping for is that sta- 
tions will recognize the philosophy be- 
hind the CHS and NBC cuts and end 
the under-the-counter business. If that 
comes out of the network cuts, they'll 
ha\'e accomplished a lot for the indus- 
try. We're all si< k of that kind of buy- 
ing, but you <'an't expect us not to ask 
for a price when we know someone else 
got it." 

Veteran time buying executive ( on 
the distaff side): "Ihere won't be any 




COMPLETE BROADCASTING 
INSTITUTION IN 

l^icliinond 



WMBG 
WCOD 
WTVR 



-FM 



-TV 



First Stations ot Virginia 

WTVR Blair TV Inc. 
WMBG The Boiling Co. 



)0E RAHALL. President 
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BMI 

SIMPLE ARITHMETIC 



IN 



MUSIC LICENSING 



BMI LICENSEES 
Networks 

AM -— 

FM , 

TV 

Short-Wave 
Canada 

TOTAL BMI 
LICENSEES 



23 
2,346 
340 
107 
4 
150 



.2970* 



You are assured of 
complete coverage 
when you program 
BMI-licensed music 

*As of Sept. 11, 1952 



BROADCAST MUSIC, INC. 

S80 FIFTH AVE., NEW YORK 19, 

HEW TCKK » <:HiCAoO • HOILTWOOD 



MACK 



from 




recommends 




TEXAS'5'^MARKET 

the rich, industrial 
tri-city area 




"«s ORANGE 



{jrfff£flSON CO.) 



KPAC serves a population of 236,?00 
in file ricii Beaumont — Port Arthur- 
Orange metropolitan tri-city area. 

KPAC is the No. ? radio salesman 
for local sponsors in the world's No. 
I oil refining area. 
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5000 WATTS 



JOHN E. PEARSON CO. 
National Repre$entatlve> 



quick cut in evening rates. Stations re- 
sisted the network cuts and they cer- 
tainly don't feel they've lost their audi- 
ence to television. When NCS and SAM 
some out, I think stations will have 
substantiation of their claims that peo- 
ple are still listening. 

"1 don't go along with what the rat- 
ings say. They don't measure multiple 
sets and out-of-home. It makes me mad 
every time I read about ratings being 
down when they're not a full measure- 
ment. 

"I think radio's present rate fiasco is 
due to failure to get together as an in- 
dustry and come to a conclusion sev- 
eral years ago on a coverage service. 
It was needed to prove the hidustry's 
case." 

Tirnebuyer working under one oj 
best known buyer-executives in major 
agency: "I figure within the next year 
most stations will have one rate, equal- 
izing night with day. Some, of course, 
already have this. Anyone who's pay- 
ing night rates now in TV markets is 
crazy. In some cases nighttime is being 
sold cheaper than days. 

"Advertisers aren't interested now 
in nighttime even in the non-TV mar- 
kets. They've gotten out of the habit of 
thinking about nighttime radio even 
though we in the agency would be 
happy to see them buy nighttime in 
non-TV markets or in TV markets 
where the price is right.'' 

Chief tirnebuyer medium-sized agen- 
cy: "I don't think stations will cut im- 
mediately. Business has been good to 
the point where it's a seller's market. 
In three or four months cuts will accel- 
erate, if there's a slump. 

"Frankly, I hope they arrive at a 
stable rate card system soon. It's sur- 
prising now to see some of the stations 
that give you deals. It's no good for an 
agency to buy on a deal basis because 
who knows what the next fellow got. 

"It's my personal view nighttime can 
be revived. The rise in TV costs is 
causing clients to jump back to radio 
and as new stations are added the cost 
of buying network TV goes up. How 
many clients will be able to stand the 
gaff? There's no reason why under 
that circumstance radio can't come 
back. 

"The medium can come back in au- 
dience, too, since listeners will tire of 
TV. But radio has to make sure there's 
something for its listeners to come 
back to by exerting more creative ef- 
fort on programing." -k -k -k 




560 kc. 



Snquireu Station 



An ABC Affitiate 

First on ibe Diai 

In Amenca'i Third Market 



Rcpreienlad by THE KATjt AGENCY 



Mr. John L. Delievec 

Assoc. Media Dir. 

J. IfaJter Thompson Co. 

Chicago 

Dere John : 

Th' jail weathur haz turned tK West 
Va. hills into mighty party sights. / 
think our scenery 
is rite party. Th' 
boss likes th' 
scenery too but 
he also likes th' 
figgers racked up 
by bizness here 
in th' state. Dep't 
sales are up real 
big and our huge 
poiver plants is 
rackin up n e w 
output t o t u I s . 
Th' post offiice 
here is reportin 
an increase this 
year for th' 20th 
year in a row. 
Things is good 
here in Vest Va. 
and you k n o tv 
how well If CHS 
with 5,000 at 580 
covirs more thin 
half th' state. 
Yrs. for Lux, 

Algy. 
W C H S 
Charleston, W. Va. 
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Radio: media whipping boy 

\\ e\ c coiiiiiiented editorially on the 
raw (leal that radio gets in the adver- 
tising columns of newspapers like the 
New York Times and New York Herald 
Tribune as well as some advertising 
trade papers. No matter how dominant 
radio land television too) may be in 
an upcoming cam|)aign it's the black 
and white media selected (and es- 
peciallv newspapers) that get the big 
play. The air media are usually listed 
as the also-rans. 

We get a little tired of seeing radio 
kicked around simply because it hasn't 
let learned how to flex its muscles and 
protect itself in the clinches. 

\\ hat brings this on is the publicity 
impression gleaned recently that radio 
is fast falling into limbo. A release 
from Printers' Ink which made the ad- 
vertising columns in mid-Seplember 
stated that in July 1932 all national 
media "were up over Jul\' of last year 
except radio, which was down 19%." 



What Printer's Ink and the advertis- 
ing colunms neglected to state was that 
they meant only network radio. Na- 
tional s])Ot which has been decidedly on 
the upswing for some time, would have 
changed the picture decidedly. Since 
accurate estimates on national spot 
aren't readily available we urge adver- 
tising columns and advertising j)ub- 
lications, when referring only to net- 
work billings, to use the qualifying 
word. That's the fair thing to do. 

Despite all the selling-down-the-river 
tactics, radio continues as a virile and 
growing medium. Whom does it serve 
to give a false and negative imj)res- 
sion? 

Speaking of distorted impressions, 
we should mention also the ad that 
Life ran this month, comparing its ad- 
vertising billings with those of other 
media for the first six months of 1952. 
Life in the ad ranked itself first with 
a total of S48,573.615, and gave sec- 
ond place to NBC TV, whose time bill- 
ings for the period tallied $41,067,493. 

As invariably happens in such com- 
parative media, the ad disregarded an 
equally important element of the adver- 
tiser's expenditure on a TV network: 
the cost of talent and production. For 
the same six-month period the over-all 
program cost for sponsors on NBC TV 
came to at least $35,000,000. When 
that sum is added to the $41 million 
you get an entirely different result. 
^BC T\ is way out in front of Life. 

Adding the cost of plates would not. 
by the way, make up the difference. 
The production expense for a color 
magazine page is but 10 '^T of the space 
bill. For a half-hour dramatic show in 



sponsored network TV 60% of the cost 
goes for talent and production and 
400v for time. In corned) -variety the 
production percentage is considerably 
higher. 

Comparisons can often he not only 
odious but way of! the track. 

TV sparks the small agency 

The local agency is becoming more 
and more alerted to the fact that TV 
affords opportunity not only for its 
own expansion but for the expansion 
of the client's budget. The medium 
has stimulated small agencies to try 
new ap])roaches in copy, marketing, 
and merchandising. It's been not mere- 
ly a case of getting an advertiser on 
the bandwagon but compounding ways 
of getting the most out of the advertis- 
ing dollar. TV has brought the small 
agency into a closer affinity with and 
understanding of all broadcast adver- 
tising. The contact with TV has often 
lead to a reappraisal of the job that 
radio can also do for the client and 
how the two could be adroitly har- 
nessed for the same objective. 

As a case in illustration, take the 
Curl Freiberger agency in Denver. 
The opening of KFEL-TV proved one 
of the most s})eclacular in the country. 
The station found that it had a citi- 
zenry that was really TV-happy. It 
didn't take long for the Freiberger 
agency to go into action and marshall 
its clients into the parade. Around 1 
October it will have four clients each 
sponsoring an established TV film 
show, with the joint budget for time 
and show ruiming over the $100,000- 
mark. It's also got a couple of 15- 
niinute sponsored films in the offing. 



Applause 



Putting a program in action 

si'OiXSOK has commented at several 
times on the part being played by ad- 
vertisers, agen(;ies, and broadcasters in 
the canq)aign to get out the vote. But 
lliere's one facet of this drive that 
merits special s])ollighling. Namel) the 
job being done by the National Auto- 
mobile Dealers Association among its 
.'5.5.000 members on what < erlaiidy can 
]>e called a "'program in a<"tion ' -fur- 
jiishing trans])ortation to the j)olls. 

John Saxton IJovd, the NADA's 



president, has i)Ut all the devices and 
paraphenalia of a modern-day adver- 
tising campaign behind the project. 
The object is to make it a coast-to-coast 
undertaking, and not a spotty one. 
So far 3,500 dealers have pledged 
themselves to the jjrogram, which 
basically calls for ])ooling their cars 
and setting up a central system of com- 
nmnication between ihe voters and the 
car dispatchers. 

The task that the KM) A has set for 
itself falls into two parts: (1 I mak- 
ing the voting public aware of the 



giatis service that is available to them 
and (2) blueprinting the plan of opera- 
tion for dealers so that the machinery 
will be functioning at top efficiency on 
election day. The output of material 
from the NADA includes car cards and 
various ty])es of posters and a kit con- 
taining continuities for radio and TV^ 
announcements, newspaper ads. logo- 
types, and ])rcss releases. It is antici- 
pated that consiflerable money will be 
spent by the dealers ])ronu)ting on 
three different levels: stalewise. local 
groups and individual dealers. 
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It's The 



Team and It's 
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KMBC-KFRM is wise in the ways of a woman. So is Bea Johnson, newly 
appointed KMBC-KFRM Director of Women's programs and conductress of 
the "Happy Home," (8:30-9:00 AM, Monday through Friday). But that's not 
all. Women in the Heart of America know all about Bea Johnson, too. They 
know her as housewife and mother, and one whose wide experience can pro- 
vide them with the answers to their problems. That is the reason why they 
requested her return to the air. As Joanne Taylor on KMBC from 1936 to 
1941, she was one of their all-time favorites. 

So now, more than ever before, the relationship between The KMBC-KFRM 
Team and the women of the Kansas City Primary Trade Area exists as a very 
effective cycle. These women are well acquainted with Bea Johnson. Bea and 
The Team are likewise well aware of the wishes of these listeners and are first 
to supply them with the program material that they want. The association 
of Bea Johnson, KMBC-KFRM and the lady listeners is an unbeatable com- 
bination—for the advertiser. Bea's sincere recommendation coupled with the 
prestige of KMBC-KFRM is certain to make sales of any product or service 
carried on "Happy Home." 

y This !s the third of a series on The KMBC-KFRM know-how which spells dominance 
in the Heart of America. 



CaW KMBC-KFRM or Free & Refers for fhe sfory of Bea and the 
J, ''Happy Home." BE WISE - REALIZE. . .fhat fo sell fhe Whole Heart 
of America Wholeheartedly, it's ''Happy Home" on... 




CBS RADIO FOR THE HEART OF AMERICA 



OWNED AND OPERATED BY MIDLAND BROADCASTING COMPANY 



